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BECAUS the Star League has 109,939 paid cir- 


culation, which is 40,000 more than the 
claimed circulation of any paper or combination of papers 
published under one management in the State and the rate is 
less per line per 1,000 of circulation. 


INDIANAPOLIS MUNCIE TERRE HAUTE 
67,433 26,157 16,349 


Each paper has a larger paid circulation than any other paper 
published in the same city. Each paper circulates in its 
own territory and covers it completely. Each sells for 
I Cent Daily, ! Cent Sunday. 


Indiana Can Not Be Covered Without The Star League. 





General Offices, Corner Market Street and Monument Place, 
Indianapolis, Indiana, 


The Chas, T, Logan Special Agency, Representatives for 
Advertising, Tribune Bidg., New York, 
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The Butterick Trio 


drums up greater trade 


for its advertisers and attracts more profit- 
able attention at less expense than any other 
woman’s magazine of similar circulation. 


Let them begin drumming for you 


in the 1,350,000 homes of The Butterick Trio at a cost 
of $6.75 per line, and begin with the February issue, for 
which forms close December roth. The forthcoming 
issues are to be more attractive and interesting than any 
of their predecessors—and that is saying a great deal. 


For further information and rate card, write your agent, or 
THOMAS BALMER, Advertising Manager 
7 to +7 West Thirteenth Street, New York 
W. H. BLACK, Western Adv. Manager, 200 Monroe St., Chicago, I, 
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MAIL ADVERTISING. 


The development of the rural 
telephone has furnished a new 
source for names to advertisers 
who find circularizing profitable. 
The Multi-mailing Co., a concern 
at 16 Park Place, New York, that 
makes a business of addressing 
mail advertising and furnishing 
names, has just compiled lists of 
telephone subscribers in New Eng- 
land, New York, New Jersey, 
Pennsylvania, Ohio, Maryland, 
Delaware and the District of Co- 
lumbia. These lists include names 
and addresses of 600,000 people, 
and there is little reason to doubt 
that they are the best classes in 
their communities, for the posses- 
sion of a telephone bespeaks a cer- 
tain standing socially and finan- 
cially. 

“To get all the telephone direc- 
tories in a given State and copy 
the names seems like a simple pro- 
ceeding,” said Mr. J. N. P. Cra- 
mer, president of the company. 
“You would naturally suppose that 
an advertiser who wanted to reach 
these people could do that himself. 
So far as securing the directories 
of the large cities is concerned, 
there is little difficulty. But when 
you undertake to secure all the lit- 
tle directories in a State like Ohio 
or New York, with its independ- 
ent telephone lines, the job is enor- 
mous.” 

Mr. Cramer took down a large 
roll of placards of many colors and 
$1zes. 

“Here are the telephone direc- 
tories of the country around Ak- 
ron, Ohio. Some of the little in- 
dependent lines built by farmers 
for their own communities are 
only fifteen miles long. They have 
perhaps 100 subscribers. The sub- 
scribers’ list of such a line gives 
names that have been hard to get 
heretofore, as they are in no direc- 
tory. The rural telephone sorts 
out the influential classes in every 





community, and lists of names 
made up from telephones are ex- 
cellent for high-class propositions. 
I should call such names the very 
best that could be secured for in- 
vestment advertising. So far as I 
know weare first to compile such a 
list. We began a few months ago. 
The telephone directories have 
been difficult to get and have cost 
us a pretty penny. We now have 
50,000 names in New England, 
150,000 in New York, 20,000 in 
New Jersey, 80,000 in Pennsyl- 
vania, 100,000 in Ohio and 200,008 
in other Eastern States. 

“Our business is not so much 
furnishing names as it is address- 
ing and mailing. The competition 
is keen in this line, for there are 
many concerns in the field. Some 
are quite small. The business of 
addressing mail allures a good 
many people who think that only 
a pen, bottle of ink and a directory 
are needed. Small operators are 
continually springing up and dis- 
appearing. Preceding such an elec- 
tion’as that just closed in New 
York these small fellows bid for 
political work. Tons upon tons of 
political circulars are sent out, and 
they do the work as low as a doi- 
lar per thousand envelopes or 
wrappers. Some are stenographers 
who utilize spare time in this way. 
When it comes to furnishing a 
national, classified service, how- 
ever, only the well-equipped con- 
cern can last or furnish good ser- 
vice. One of our chief sources of 
names is our librarv of local di- 
rectories, blue books, elite books, 
trade directories and similar books. 
It costs $3,000 a year to keep up 
this library, which includes local 
directories from every town in the 
United States. Dun’s book isa 
source of mercantile names, but 
not all the well-to-do people are 
on this list, by any means. - It 
does not include the professional 
classes, such as physicians, law- 
yers, brokers, bankers and others 
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who are investors. These we get 
through various sources. They 
are very desirable for cirehleriae 
ing, and are sold according to rat- 
ing. Some of our lists cost the 
advertiser $1.50 per thousand for 
addressing, and we have -rated 
names that sell as high as $10 per 
thousand—that is, we charge as 
much for addressing 1,000 envel- 
opes to these people. There are 
lists in New York City that are 
sold as high as $25 per thousand. 
Such lists are necessarily small, 
and difficult to obtain. They 
are circularized for investment 
schemes chiefly—high-class invest- 
ments, of course, like stocks and 
railroad bonds.” 

“To such lists nothing but fine 
literature is sent, presumably?” in- 
terjected the reporter. 

“If you mean fine printing, of 
course, though it is not always ex- 
pensive printing. The principal 
thing is to tell the story to the re- 
cipient, no matter what he is rated 
at. More depends on the propo- 
sition than on the printing of the 
circular, I should say. Yet some 
very expensive things are also sent 
to these lists. I believe in getting 
circulation for mail publicity, and 
think it best to tell the story more 
than once if possible. Some time 
ago we mailed a lot of fairly ex- 
pensive folders. Before they went 
out I told the advertiser that three 
editions of cheaper literature sent 
to the same names would give bet- 
ter returns. He favored the ex- 
pensive folders, and is getting 
good results. I will always take 
chances on a large edition of fair- 
ly inexpensive literature. Cheap 
and more of it, or expensive and 
less of it, is a good working rule. 
An advertiser might follow that 
out to some very instructive con- 
clusions. 

“We were one of the first to 
operate an addressing machine 
with stencils. Many machines have 
been put into the market since the 
idea was first evolved ten years 
ago. The stencil itself cannot be 
patented, hence the competition, 
We use these ‘spotted addresses’ 
only for periodicals, however. Ad- 
vertisers used to mailing object to 
them. They give a circular se 
at once. All addressing in this o 
fice is done either by hand or on 





typewriters. The typewritten ad- 
dress is never old or objectionable, 
The stencil machine was first oper- 
ated with a continuous roll of 
names, but this was unwieldy. The 
names could not be consulted, for 
one thing, while in order to make 
alterations in the list it was neces- 
sary to cut the long ribbon. Then 
the card stencil was_ introduced. 
As a device for rapid addressing 
of periodicals it is unequaled. 

“Does it pay to disguise litera- 
ture? Well, that’s a matter of 
opinion. Some advertisers use the 
patent envelope that opens at the 
end and really looks like a sealed 
letter, Thousands upon _ thou- 
sands of these go into the mails 
daily. I think that they are neither 
an advantage nor a disadvantage. 
The green one-cent stamp betrays 
them to the experienced eye. After 
a man has seen one he is seldom 
fooled. Mail advertising takes all 
conceivable shapes, and each ad- 
vertiser uses the thing that he has 
found profitable, or that he be- 
lieves will be so. Postage cuts the 
heart out of this form of pub- 
licity. It is the greatest expense. 
As between the one-cent stamp 
and the two-cent I have no choice. 
This, too, is a matter of personal 
opinion, We are now mailing 
186,000 circulars in envelopes. Our 
instructions from the advertiser 
are to send 56,000 sealed and 130,- 
000 unsealed. The former go to 
cities of more than 5,000 popula- 
tion. He believes that one-cent 
postage is sufficient to insure a 
reading in smaller towns and the 
country. The increase in mailing 
the past few years is something 
prodigious. That old newspaper 
scare about the yawning waste 
basket has no more virtue—mail- 
ing proves its worth. Literature is 
used alone, but it is also used to 
fine effect with newspaper or mag- 
azine advertising. We have mailed 
100,000 copies of the New York 
Journal containing a_ full-page 
stock scheme ad, and many 0 the 
large general advertisers in peri- 
Odicals are continually skirmish- 
ing with literature.” 





W. C. Freeman, who resigned last 
May his position as advertising man- 
ager of the New York American and 
Journal, has returned to Mr. Hearst's 
staff in the same capacity. 
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Little Lessons in Publicity—Lesson 10. 


TURKEY TALK | 


“Birds of a feather flock 
tiser uses the clean newspa- 
the company he keeps.” So 
lowing papers have entree 
in their respective terri- 
possess the respect of the 
cause their columns are 


together.” The clean adver 
per. “A man is known by 
is an advertiser. The fol 
into practically every home 
tories aud are read by and 
entire family circle be- 
clean: 
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THE WASHINGTON STAR 
“The Great National Daily,” will be delivered on the great National Holiday 
(Thanksgiving) into practically every home at the Nation’s Capital where tur- 
key will be served, 15,000 of which no other Washington daily will be served to. 


THE BALTIMORE NEWS 


“The Great Southern Daily,” is served to more homes than any other paper 
south of Philadelphia. It will be read in nearly every home of the Monu- 
mental City on Thanksgiving Day where turkey is served, for, with their good 
cheer, the Baltimore people insist on having good news. 


THE INDIANAPOLIS NEWS 


“The Great Hoosier Daily,” will be as much a part of the Thanksgiving 
programme in every Hoosier home as will be the national bird. No Hoosier 
Thanksgiving is complete without the turkey and no Hoosier holiday is 
complete without “ THE News”. 


THE NEWARK NEWS 


“The Great Jersey Daily,” will find as ready access to the homes of that 
section of the country as will the turkey. They are both established institu- 
tions. THE SUNDAY NEws is a young “turk.,” but is growing rapidly. 


THE MINNEAPOLIS JOURNAL 


“The Great Daily of the Great Northwest,” is a turkey worth tying to—that 
is, if the advertiser wants access to every home in Minneapolis. This bird is 
not stuffed—it is all meat. 


THE MONTREAL STAR 


“Canada’s Greatest Newspaper,” will not follow the turkey into the homes, 
for the simple reason that all Canadians do not eat the Yankee bird on 
Thanksgiving Day. But on that, as on all other days, THE STAR will be de- 
livered into over ninety per cent of the English homes of Montreal. 


The end of the “Turkey Talk” is just this: Advertise in the six papers 
mentioned above and you reach practically every home in these six represen- 
tative cities. No advertiser’s menu is complete without this list of great 
evening dailies. : 

M. LEE STARKE, 
Tribune Daitdiag, 


NEW YORK. Mgr. General Advertising. 
RNR A EOE. BOE ERAN TEES 


Tribune Building, 
CHICAGO, 
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THE SPHINX CLUB. 


The fifty-eighth meeting of the 
Sphinx Club was held at the Wal- 
dorf, New York, Wednesday even- 
ing, October 14, 1903. President 
Daniels called the club to order 
after dinner, and an election of of- 
ficers for 1903-04 was held, with 
these results: 


President—George H. Daniels. Vice- 
residents—George R. White, Boston; 

illiam Henry Maule, Philadelphia; 
John Lee Mahin, Chicago; W. H. Lever, 
Port Sunlight, England. Treasurer— 
W. W. Hallock. Secretary—lF. James 
Gibson. Executive Committee—John 
Adams Thayer, Whiney Lyon, H. H. 
Douglas, E. A. Olds, Frank Presbrey, 
Edwin Trowbridge Hall, George F. 
Heydt, W. S. Douglas, F. St. John 
Richards (officers ex-officio). Member- 
ship Committee—Artemas Ward, M. J. 
Shaughnessy, H. H. Good, Newcomb 
Cleveland, C. H. Ingersoll, William Lor- 
uenser, Frank C. Hoyt. Entertainment 
Committee—James O'Flaherty, Louis 
Wiley, George B. Van Cleve, Jules P. 
Storm, A. Cressy Morrison, Joseph W. 
Kennedy, Thomas H. Mclnerny. 

The leading speaker of the even- 
ing was C. W. Post, of Battle 
Creek, Mich. His paper on “The 
Preliminary Training of an Ad- 
vertiser” has Leen published sepa- 
rately in a recent issue of PRrintT- 
ers’ INK. 

When Mr. Post had concluded 
the following resolution was pre- 
sented by Artemas Ward, second- 
ed by John Lee Mahin. It passed 
unanimously : 

Resolved, that the thanks of the 
Sphinx Club are due, and that they be 
hereby given, to Printers’ INK for its 
very valuable services in publishing the 
proceedings and discussions at the club’s 
meetings during the past season. This 
club desires also to express to the pub- 
lisher of Printers’ INK its appreciation 
of his able, untiring and successful la- 
bors on behalf of good advertising and 
of honest circulation statements, all of 
which it is the unanimous opinion of 
this club has greatly benefited the adver- 
tiser, the publisher, the solicitor, the 
printer, and in fact every one connected 
directly or indirectly with the advertis- 
ing business. It is the earnest and af- 
fectionate hope and desire of this club 
that the publisher of Printers’ Ink may 
long be spared for the prosecution of the 
teat work to which he has so unselfish- 
y devoted so many years of his life. 

John Lee Mahin—Mr. Post’s remark 
about the college man is justifiable only 
because the college man is like all other 
beginners when you take him into the 
house. When he comes with a willing 
spirit his training, it seems to me, is as 
good to take up the work of advertising 
or commerce as anything that a man can 
have. The one thought that I get from 
this meeting to-night, and the keynote to 





PRINTERS’ INK. 


Mr. Post's go is this quality of mak- 
ing good. it does not make much dii- 
ference what your tools are—they may 
be magazines, newspapers, street cars, 
follow-up system, psychology, or what- 
ever you are pleased to call them. The 
tool is entirely subordinate to your pur- 
pose. A man who is an expert and who 
makes good can accomplish his ends by 
his means, his tools, his methods, what- 
ever they are, and will have the respect 
and contidence of every other man of 
that stamp. 

The following resolution, intro- 
duced by Louis Wiley and second- 
ed by Thomas Balmer, was passed 
unanimously : 

The Sphinx Club, representing the ad- 
vertising, and, in a sense, the newspaper 
interests of New York, offers to Joseph 
Pulitzer, thegproprietor of the New York 
World, its congratulations and thanks 
upon his wise and generous endowment 
of a school for journalists at Columbia 
University. 

It is the opinion of this association 
that Mr. Pulitzer'’s beneficent act marks 
the most important step that has been 
taken in years in the direction of better 
newspapers. Incalculable good undoubt- 
edly will result from the thorough prep- 
aration of men for the newspaper call- 
ing. 

The standing of the gentlemen con- 
Stituting the Advisory Board forms am- 
ple guarantee for the efficient manage- 
ment of the endowed institution. 

Mr. Pulitzer deserves the gratitude, 
not only of newspaper men, but of citi- 
zens generally, for this manifestation of 
his public spirit, wisdom and generosity. 

Thomas Balmer—I could not but 
think, as Mr. Post gave us an outline 
sketch of what had been necessary in 
the education of a successful advertiser, 
of the tremendous waste of raw material 
up to the point when he directed his at- 
tention to advertising. It is the advant- 
age of a college training that this waste 
of time and energy becomes the heritage 
of scientific training for those able and 
willing to avail themselves of it. For 
years, if anything, I have been known 
as a statistician, because I have always 
believed that advertising was largely a 
question of mathematics. I want to in- 
troduce a few figures which will inter- 
est those who believe that a college edu- 
cation is a most essential foundation for 
the future successful business or adver- 
tising man. Only five per cent of our 
young men ever reach the high schools 
and preparatory schools of this country, 
and only one per cent of them get into 
our colleges. A very large percentage 
of those who enter college do not go 
through, and many of those who do, get 
through on a low standing. These are 
the men who, when they go out into the 
business world, bring a slur on college 
education. Out of the whole mass of 
men that apply you have only a right to 
exnect one per cent of the applicants to 
be college men, and I want to call your 
attention to the fact that that one per 
cent are governing this country. Sev- 
enty-five per cent of our Congressmen, 
Senators and legislators are college men, 
and practically all of our professional 
men and doctors. lawyers and nreechers 
ard a vast number of our merchants, 











whose sons are 
coming up in business, are college men. 
The most promising men for the future 
are the young men of college education 
who are found in the stores, colleges 


and particularly men 


and factories, and these are men to 
whom you can appeal. I will not deny 
that there is a great deal in inherent 
ability; but the genius in any profession 
or business, no matter how big he may 
be potentially, must be educated. 

H Bridgman, of the Brooklyn 
Standard Union—I had a letter only a 
couple of days ago from a young Har- 
vard man ake graduated recently and 
became office boy in a large Chicago 
house. Since that time he has had three 
promotions. That seems to show that a 
college man is going about it in the 
right way in laying a broad foundation, 
so that when he does start out he will 
pass the man who goes out without 
training. If you want further proof, 
go to the men who in fifty or sixty years 
of life have solved the problems of life, 
and see how many of them will say the 
years spent in college were the most use- 
ful part of their training. You will find 
no college men who say they are sorry 
they went to college, while you will find 
many others without such training who 
regret its lack. 

think that more and more it is com- 
ing to be developed and proved that ad- 
vertising is a science of the highest, fin- 
est and most delicate refinement. This 
mere copying of what other men have 
done, repetition of the advertising of 
the last edition and last year, is simpl 
waste money. Once in a while you will 
find men like Mr. Post who have struck 
the psychological note. It may be that 
it can be learned, and may be not; you 
cannot learn Wagner operas by setting 
music. Sut anybody, and all of us, can 
see that that is the true principle and 
the secret of success, and that it is the 
thing which is by and by going to make 
advertising the finest of arts and the 
Sphinx Club one of the finest institu- 
tions in the country. 

’. Atlee Burpee—Most advertisers 
realize that the strong point of an ad- 
vertised article is an appropriate name. 
I should like to know whether Mr. Post 
named himself after Postum Cereal, or 
named his product after himself, and if 
he was not a college graduate how he so 
exactly got at the Latin derivative. 

Oscar Binner—I want to say, regard- 
ing education, that there is one regret I 
have had all my life—the lack of a good 
education. My ambition was greater 
than anything else, and, much to the 
regret of my father, I entered into busi- 
ness. But I want to tell you, gentle- 
men, that hardly a day of my life has 
passed that I have not regretted not hav- 
ing a college education that thousands 
of young men are having. I have a son, 
and have made up my mind to give that 
bov the best education I can, for I know 
it is laying the foundatia. 


There were also remarks by Will 
Philip Hooper and John Adams 
Thayer. 

cam —eieiaderaine 

Cur your adjectives out of the 
descriptive matter and put them in 
the illustration. 
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The fact that 
Th 


Chicago Recor Heral 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619 columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
RECORD-HERALD over 
other Chicago newspapers, 
and that the old advertisers 
have found it profitable to 
increase their space in its 
columns. 














A Clean, Live, 
Progressibe Evening Paper 
for the Home is 


The 
Mail and Express 


AT ONE CENT. 


Circulation more than 


doubled in one: year. 
Maximum quality com- 
bined with minimum 


price. 


The Mail and Express, 


Broadway and Fulton St., New York. 
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MORE VIEWS OF ENGLISH 
ADVERTISING. 


Herbert S. Houston, of the 
World’s Work and Country Life 
in America, spent some weeks in 
England last summer. A PRINT- 
ERS INK reporter saw him after 
he had read the protest of George 
Edgar, of Chelsea, England, 
against superficial views of Eng- 
lish advertising by Americans, 
published by the Little School- 
master October 7. 

“We have certainly furnished a 
good’ many critical opinions of 
British publicity,” said Mr. Hous- 
ton, “but this is the first protest 
I have seen. It is not only good- 
natured, but just. What I saw in 
England led me to believe that 
there is a vast movement for bet+ 
terment. English advertisers, pub- 
lishers and agents seem anxious 
t grant more for the superiority 
of our methods than we are will- 
ing to claim—and we have not 
been at all backward in our com- 
parisons. The difficulty is, as Mr. 
Edgar points out, to apply new 
methods to the situation. As an 
instance of how American adver- 
tising is studied I can cite Mr. 
Edward Hudson, publisher of the 
English Country Life. For many 
years he has studied the leading 
American magazines, and behind 
the principles of advertising and 
Priating evolved therefrom has 
put thousands of pounds, and to- 
day he is an authority in Eng- 
land. All the faults of English ad- 
vertisers have been pointed out. I 
am optimistic, anyway. When a 
man lives in a leaky house and in- 
tends to move out what’s the use 
of pointing out the individual 
leaks? He knows all about them. 
The English World’s Work in- 
augurated a department for the 
preparation of advertising copy 
and designs, and it has been so 
much appreciated that the Strand 
has lately established a similar 
service. Perhaps this sentiment 
was more or less responsible for 
the June issue of the Strand, 
which contained 100 pages of ad- 
vertising. Englishmen considered 
it altogether a novel publication. 
The preparation of copy by the 
publisher does not antagonize the 
agent, but is based on the assump- 








tion that the publisher knows his 
clientele better than anybody else 
can know it. The English World’s 
Work is gaining readers steadily, 
though growth has been by no 
means sensational. The inserts 
are new in England, and attract 
attention. Over there they are 
called ‘industrial supplements,’ 
and each issue of the magazine 
has from one to four. A peculiar- 
ity of English advertisers is that 
most of them want to be in the 
front section of a magazine jn- 
stead of the back. This is prob- 
ably a matter of difference in 
taste, for an advertising section is 
consulted at either end of the 
reading matter. English advertis- 
ing deals more with fundamental 
commodities, such as cocoa, tea, 
soap and proprietaries. It has not 
yet been highly specialized, and 
does not comprehend small nov- 
elties and special lines of business, 
as with us. The growth of Eng- 
lish mail order advertising is 
slow, and perhaps the Englishman, 
with his desire to see what he 
buys, will never grow accustomed 
to ordering from a catalogue. A 
magazine publisher said to me 
that he thought American maga- 
zines carried more advertising be- 
cause advertisers got more replies, 
and therefore evidence of profit. 
There was an impression that 
British readers would not respond 
to this extent. The Booklovers’ 
Library, however, had some fine 
advertising on American lines run- 
ning in the London dailies at that 
very time, and Mr. Seymour Eaton 
told me that he had received as 
many as 1,500 replies from a sin- 
gle insertion. So the English peo- 
ple are not slow in responding 
when told in a direct, simple way 
about something that interests 
them.” 


ror 


THE advice of friends is a good 
thing to listen to in matters of 
business, but it is a very sorry 
prop for one’s support. “Each 
man builds his own house and 
lives in it.” Success comes of 
self-reliance. No two friends will 
advise precisely alike as touching 
any one thing. He succeeds best 
who with ax in hand cuts his own 
way. 








PRINTERS’ INK. 





The “Wind Colic” in Wall Street. 


Every tired and worried Eastern business man who has grown 
weak and dizzy watching the “bobbing up and down” of the 
barometer in Wall street, should come out West. It would do his 
heart good to come near to Nature and view her wonderful achieve- 
ments this year. The prosperity of the Westis marvelous. Few 
people of the East have any conception of the riches of the prolific 
harvests of 1903. Crops, never so bountiful, are bringing top 
prices. Railroads cannot handle the volume of traffic poured in 
upon them. 

The farmer has paid off his mortgage and has money to spare. 
What does he care for Wall street? The little game down there is 
a tempest in a teapot—a juggling of values, speculative and 
imaginary. Out here values are real. The soil of millions of acres 
has poured a thousand millions of new substantial wealth into the 
laps of honest husbandmen and ranchmen. There is plenty and to 
spare in every farm house and home in town and city. The 
children are at school and the 13,000,000 people of THE CLOVER 
LEAF States are buying the comforts and luxuries of life. They 
are fixed to stand off the wolf for many years, come disaster as it 
may. It is not Wall street, but the great American farmer that 
makes the real prosperity of this country, If times were any better 
out here we could not stand it. 











One Ownership—One [Management Total circulation 


m 193,930 


¢ pally NEWS 


yy Pe October, 1903. 
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THE MINNEAPOLIS DAILY NEWS 10,323 
THE ST. PAUL DAILY NEWS - - 35,206 
THE OMAHA DAILY NEWS - - - 43,641 
THE DES MOINES DAILY NEWS - 43,8356 
THE KANSAS CITY WORLD- - - 60,726 


Total - - - 193,930 





In these newspapers sworn daily statements of guaranteed circulation 
are printed. It is our policy in business'to give the advertiser what he pays 
for. These papers have one rate only—a Flat Rate, based upon actual circu- 
lation. Agents are authorized to absolutely guarantee these circulation 
claims at all times. 


FOREIGN ADVERTISING DEPARTMENT, 


B. D. BUTLER, Manager, 
795-7 Boyce Bidg., Chicago. 82 Tribune Bidg, New York. 
Tel. 481 Central. Tel. 2807 John, 
CHAS. D. BERTOLET. JAS. F ANTISDEL. 
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FORTY-NINTH WEEK. 





In response to the weekly ad contest, now in its forty-ninth 


week, thirty-four advertisements 
were received in time for report 
in this issue of PrinTERs’ INK. 
The one reproduced below was 
deemed best of all submitted. 
It was sent in by O. A. Senf, 
Davenport, Iowa, and it ap- 
peared in Collier’s Weekly for 
November 7, 1903. A coupon 
was mailed to Mr. Senf, as pro- 
vided in the conditions which 
govern this contest, viz.: Any 
reader may send an ad which he 
or she notices in any periodical 
for entry. Reasonable care 
should be exercised to send 
what seem to be good advertise- 
ments. Each week one ad will 
be chosen which is thought to 
be superior to every other sub- 
mitted in the same week. The 
ad so selected will be repro- 
duced in PRINnTERs’ INK, if pos- 
sible, and the name of the send- 
er, together with the name and 
date of the paper in which it 
had insertion, will also be stated 
A coupon, good for a year’s 
subscription to PRINTERS’ INK, 
will be sent to the person who 
sends the best ad each week. 
Advertisements coming within 
the sense of this contest should 
preferably be announcements 
of some retail business, includ- 
ing bank ads, real estate ads, 
druggists’ ads, etc. Patent 
medicine ads are barred. The 
sender must give his own name 


and the name and date of the paper in which the ad had insertion. 


MRS, L. R. TRYON 


ives in a small town in southern 
(Connecticut. _ She writes; 


""Rach year for seven years we, 


’ ‘mortgage on our home butal- 
: every time we got a little 
put by sickness or something 

to eat # up. 


Thousands are earning money by this 
flan. Anybody candothesame. 
Besides a for every sud- 


écription secured we are giving 


$50,000 
in Extra Cash Prizes 


Gach month $5000 will be given to 

who do the best work that 

at the end of the season, 

$10,000 more to the 451 persons who 

e,the best work during the 

wholetime. Everything necessary sent 
on request. 


THE CURTIS PUBLISHING COMPANY. 
616 Arch Street 
Philadeipbia, Pennsylvania 

















ROLL OF HONOR PRIZE 
COMPETITION. 


EIG HTEENTH WEEK. 


In response “to this contest (de- 
tails of which will be mailed upon 
application) four articles were re- 
ceived in time for report in this is- 
sue of Printers’ INK. Of these, 
the one reprinted below’ was 
deemed the best. It was written 
by J. B. Gordon, editor Richmond, 
Ind., Jtem, and it appeared in 
that paper of October 10, 1903. 
In accordance with the rules 
which govern this contest, a cou- 
pon entitling the holder to a 
yearly paid-in-advance subscrip- 
tion to PRINTERS’ INK was sent to 
Mr. Gordon when the marked copy 
of the paper was received. Two 
additional coupons, one to Mr. 
Gordon and one to the advertising 
manager of the Jtem, were sent in 
accordance with the terms of the 
competition, after the choice for 
the week had been made. Mr. 
Gordon’s effort will now be placed 
on file and it will have further 
consideration when the time for 
awarding the cash prizes arrives. 
The article as it appeared in the 
Item follows here: 


Our Name Is s Written There. 


my hat iis the Roll of | of Honor in Print- 
ERS’ INK 

A wa many readers of the Item 
have asked that question since we an- 
nounced that the /tem was on this Roll 
of Honor. An explanation of this hon- 
orable mention is not necessary to the 
advertiser, but for the benefit of tie r_ad_ 
ers who have asked, we will offer the 
following explanation: 

PRINTERS’ INK is a magazine devoted 
to the interests of advertisers, and so 
reliable is its authority on things per- 
taining to advertising that it has been 
called the Little Schoolmaster of the Ad- 
vertiser, and might be called the Ad- 
vertisers’ Blue Book. One of its chief 
functions is to inform the large adver- 
tisers of this country and foreign coun- 
tries of the value of advertising mediums 
throughout the United States. 

To safeguard its own reputation for 
reliability. as well as for the promotion 
of honesty in dealing with advertisers, 
Printers’ InK has established a depart- 
ment which is very aptly styled A Ro!l 
of Honor. In this department appears 
the names of such publications as PRrint- 
Ers’ JNK will guarantee having honest 
circulation. ‘“‘No amount of money can 
purchase a place in this list for a pa a 
net entitled to it.’’ is the motto of ¢ 
department. 

In order for a publication to prove it 
is entitled to a place in this list, it must 
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have submitted to the 1903 issue oi the 
American Newspaper Directo a de 
tailed circulation statement, duly signed 
and dated. When Printers’ Ink says a 
newspaper has a circulation it is in a 
position to guarantee the advertiser that 
it is a bona fide circulation, and he 
gets what he pays for. 

The only exception to this rule is ac- 
corded to the publications to which the 
American Newspaper Directory accords 
the sign (@@) the “Gold Marks,” de- 
noting a superior quality of circulation. 

These requirements the Jtem has met 
and it is enrolled upon this list of pub- 
lications that know what their circula- 
tion is and are not afraid to tell it. 

Of course it costs money, twenty cents 
a line under a yearly contract. to be ad- 
vertised in this list after you have met 
the other requirements, but that is all 
the more reason why the Item and 
every other newspaper with an honest 
circulation and an _ honest attitude 
towards advertisers should be found in 
this list, for an ad worth having is 
worth paying for. 

The Item has preached two maxims: 
“If you have a good thing to sell the 
public, advertise it!” and “‘When you ad- 
vertise use the best medium!’”’ These are 
advertising axioms in every first class 
newspaper office, and by availing our- 
selves of the opportunity to be placed 
on the Roll of Honor in Printers’ INK, 
we are practicing what we preach. Ad- 
vertisers all over the country know the 
strict requirements demanded before a 

ublication is listed on this roll by 

>RINTERS’ INK, and the fact that a pub- 
lication has its name written there is 
conclusive evidence in the mind of the 
advertiser that it is a paper of progress 
and hustle hecause it advertises, a paper 
of standing in its community because it 
has the circulation, and a paper which 
deals honestly with its advertisers be- 
cause it shows them exactly what they 
are paying for. For these reasons no 
newspaper which can meet the require- 
ments should neglect to enroll itself on 
Printers’ INK Roll of Honor. 

The Jtem concluded it was an ad 
worth having, for it shows we are a high 
class newspaper, advertising in a high 
class medium in order to reach high 
class advertisers. 


Tue third annual catalogue of Geo. 
T. Brodnax, jewels and jewelry, Mem- 
phis, Tenn., is a sumptuous volume of 
one hundred pages showing a complete 
stock in this line. One of the commend- 
able features is a card for taking finger 
ring measurements, the different sizes be- 
ing represented by die-cut circles. This 
is an ingenious way of replacing the fa- 
miliar slip of paper, and ought te be 
productive of mail orders. 

anatbeeieapei 


LINCOLN FREIE PRESSE 


Linco.n, Nes. 
(GermMaN WEEKLY ) 


Actual Average | 45 448 





Circulation 


Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska. 
Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35c. 
Bain NSN oo RT 




















12 
WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


Some advertisers never seem to 
be able to tell their own story 
without pitching into some one 
else. It is not enough for them 
to explain the merit, doubtless ex- 
cellent, of their own goods; they 
must let you know what everlast- 
ing rascals all the other people in 
the trade are. I never can be per- 
suaded that this is a good policy. 
It is no doubt soothing to the 
emotions; but one does not. ad- 
vertise in order to ease off one’s 
temper. We are in the business 
for what there is in it. And it 
cannot be very good policy to re- 
mind the public of your rivals, and 
suggest the idea that you are 
smarting under their competition. 


This salad Lane has a par- 
ticular .application—or rather, a 
particular illustration. The pro- 
prietors of a well-known and just- 
ly famous toilet article, Wright’s 
Coal Tar. Soap, are considerable 
advertisers. They have some very 
good enameled tin wall signs, of 
small size, which are displayed on 
railway stations; they sometimes 
do a little street posting, and from 
time to time (though not, I think, 
continuously) they do some good 
newspaper advertising, especially 
in times of epidemic disease, 
against which it is claimed that 
Wright’s Coal Tar Soap is a pre- 
caution. Lately they have been 
advertising in the papers again. 

+ * * 


This reappearance has been too 
much for the feelings of a com- 
peting firm, which rushes. into 
print as follows: 

BABY SOAP—WARNING. 

While Vinolia Coal Tar Soap is pre- 
scribed by doctors as the very best of 
the kind, “coal tar” is too harsh and 
stimulating for a baby’s sensitive skin. 
Remember, Vinolia Baby Soap and Vi- 
nolia Toilet Soap are nay prepared 
for the nursery and the complexion. 


I see no reason for believing 
that any public duty calls for this 
sort of thing. If Wright & Co. 
were trying to sell something 
highly injurious to the infant epi- 
dermis (and that is the implica- 
tion) it would no doubt be a duty 
for some one to warn the public, 
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though I would prefer that that 
some one should not be the vendor 
of another soap. But as Wright's 
Coal Tar Soap is a good deal 
recommended by doctors, presum- 
ably it is suitable for the purposes 
it is advertised for, and there is 
no reason for any one to lose his 
temper about it. 
* * 

Siiitenn a couple of adver- 
tisers will “knock” one another in 
their advertising in a way that is 
not unamusing, and does not 
somehow seem ill-humored. The 
Remington and the Blickensderfer 
typewriter people have, for in- 
stance, been gibing at one another 





There are> 
typewriters 
whose price id 

* dess than the 
Remington's, 
bur— 








for some time in a series of ads, 
constantly changed, of which 
these are specimens. I don’t think 
they represent, either of them, the 
high-water mark of advertisement 
writing; but they certainly have 
attracted attention, and probably 
all the people likely to buy type- 
writers just now will have inves- 





You can 

pay a high price 
for a Typewriter, 
when better value 
at half the money 


is offered in the 
BLICKS“cr&:. 
bur——why ? 
BLICKENSOERFER TYPEWRITER £0. 
is ec 


Sona for Bookiet:Ne 194, 








tigated the claims of both ma- 
chines, and that is what each of 
the manufacturers professes to 
want, so I should say the contro- 
versy is pretty good advertising. 
At all events, I do not think it is 
such desperately bad advertising 
as the other example quoted. 


Last week at the Tokenhouse 


















Yard Auction Mart in London an 
attempt was made to sell out the 
trademark of an old-established 
proprietary medicine—Dr. Blun- 
dell’s Gout and Rheumatic Pills. 
This preparation is claimed to be 
made after the recipe of James 
Blundell, M. D., once consulting 
physician to the royal family, 
whose house (No. 8 Piccadilly) is 
now owned by the Baroness Bur- 
dett-Coutts. Mr. Crowe, the pres- 
ent proprietor of the remedy, is 
eighty-four years old, and thoug. 
immune from gout and rheuma- 
tism, is ready to retire into private 
life. But the medicine does not 
seem to be in great demand, and 
I will frankly admit that it is not 
extensively advertised. The aver- 
age net income from it for the 
past five years was stated by the 
auctioneer to have been about £341 
($1,705) per annum, and the of- 
fer from the rostrum only pro- 
duced a derisive bid of $25 for the 
lot. There was no sale, although 
the auctioneer pointed out (very 
justly) that all that was needed 
to make a good business of the 
trademark was a little judicious 
advertising. But presumably the 
audience had reflected that if they 
were going to advertise anything 
it might as well be a pill of their 
own invention as one that had to 
be purchased at something over 
$2,500, which is said to have been 
the reserve Price. i 

A a ies story is going 
the rounds of the English papers. 
The genial baronet (according to 
this yarn) frequently pays sur- 
prise visits to his numerous shops, 
and it is a strict rule that no no- 
tice is to be taken of him by the 
managers or assistants, by whom 
he is indeed sometimes not recog- 
nized. No doubt the idea is a 
practical one; Sir Thomas wants 
to observe the ways and hear the 
words of his customers, and prob- 
ably picks up good advertising 
pointers in the process. One day 
a shopman, seeing a well-dressed 
man strolling nonchalantly about 
the store, pressed him to buy some 
tea. After a good deal of per- 
suasion “Tom” purchased a pound 
of the famous “sixteen penny 
black,” and being invited to say 
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whither he would have it sent, un- 
emotionally gave his true name 
and address. “It i is pleasant to give 
the exd of the story. The assidu- 
ous assistant was next day pro- 
moted to a managership. 

* * * 


I seem to be always hearing just 
now from English advertisers who 
have owed success to PRINTERS’ 
Ink. The latest of the Little 
Schoolmaster’s class is Mr. Al- 
fred Peters, manager to James 
Leadbeater, ophthalmic optician, 
of 5 and 7 Frederick street, Roth- 
erham. Mr. Peters sends me a 
number of well-constructed adver- 
tisements, and a couple of books, 
one a catalogue of photographic 
apparatus—for Mr. Leadbeater 
also deals largely in kodaks and 
other adjuncts of the solar art— 
and the other a house organ, part- 
ly localized matter, called “Photo- 
graphic Chat.” The advertise- 
ments are good, and many of them 
bear marks of PRINTERS’ INK in- 
fluence, notably in Mr. Peters’ em- 
ployment of the “one at a time” 
idea. 


PUBLISHER 


If given the opportunity todo so,and The 
Journal Company fails to prove that the 
PAID CITY CIRCULATION ALONE 
of THe Mitwaukesk JournAL is larger 
than isthe TOTAL PAID CIRCULA- 
TION of either of the two other evening 
ppes. and that the TOTAL PAID CIR- 

LATION of Tue ye is 5 «g 
than is THEIR ADDED TOTAL 
PAID CIRCULATIONS, The Journal 
Company will make ABSOLUTELY NO 
CHARGE for any advertising obtained 
by such representation—So when an 


ADVERTISER 


buys space in THE M1LwaukeEe JOURNAL 
he ~— not only more paid circulation 
than he can possibly buy in any other 
single daily newspaper published in the 
State of Wisconsin, but he buys more cir- 
culation at less cost than he would obtain 
wh employ both of the other evening 
ailies. 








STEPHEN B. SMITH, 
Tribune Building, New York. 
C. D. BERTOLET, 

Boyce Building, Chicago, 
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GOOD MUNICIPAL ADVER- 
TISING 


There are always vital adver- 
tising facts about a_ prosperous 
city. Municipal advertising writers 
do not always present the best 
facts, however. Some municipal 
advertising is extremely dull read- 
ing. What sort of information 
should be presented is clearly 
shown in the following extracts 
from a series of ten folders, mailed 
to manufacturers by the Publicity 
Committee of Hamilton, Ont. The 
folders were cheaply printed, but 
they talked well, and would hardly 
escape a reading. The title and 
gist of each one is given in con- 
densed form: 

No. 1.—The Hamilton (Canada) Fol- 
low-up Folder Series Outlined.—This 
is the first of a series of ten folders ad- 
dressed particularly to business men and 
manufacturers. If you are interested, 
be sure and get the other nine. If they 
don’t come, write to F. R. Close, chair- 
man of the Publicity Committee. No. 
2 will explain how, from a taxation 
standpoint, Hamilton is able to attract 
manufacturers where other cities fail. 
No. 3 will deal with our cheap electric 
power. No. 4 will describe the city’s 
unexcelled railway and shipping facili- 
ties. No. 5 is to explain the happy solu- 
tion of the labor problem as worked out 
in this city of schools. No. 6 will make 
is plain that in Hamilton it is not only 
easy to make money, but also easy to 
indulge one’s fancies in the spending of 
it. No. 7 will demonstrate that no other 
city offers the same inducements to re- 
tail merchants, and that no city can give 
the same home life comforts. No. 8 will 
present statistics proving Hamilton to be 
the healthiest and cleanest city in Can- 
ada. No. 9 will offer for your con- 
sideration the reasons given by the In- 
ternational Harvester Company for locat- 
ing its $3,000,000 Canadian plant in 
Hamilton. No. 1o will tell what the 
Municipal authorities are prepared to do 
for manufacturers who are looking for 
locations; also mentions the banking in- 
stitutions of the city. 

No. 2.—Hamil!ten a City with a Sound 
Position and a Low Tax.— 
The total debt ot Hamilton is about 
$4,160,232. Up against this debt you 
will find assets conservatively valued at 
$5,863,000. These include municipal 
buildings, schools, real estate, water- 
works and sewer systems, sewage 
disposal plants, public franchises, etc. 
They are all good; no doubt about any 
of them. In Familton the general tax 
rate has never exceeded twenty mills on 
the dollar of assessment—a two cent 
rate. The general tax rate includes 
every tax chargeable against the owner, 
with the exception of water, cement 
walk, and sewer rates. the latter on 
local improvement sewers only, and the 
cement walk rate being but forty per 
cent of the actual cost, the other sixty 
per cent being met out of the general 


Financial 
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tax rate. When you pay your twenty 
mill general tax rate and your water rate 
you have = practically everything, 
lere’s another thing. Hamilton's debt 
isn’t one of the “piling up” sort. It can- 
not pile up. They have a way here of 
squaring from the general rate levied 
each year the interest and annual prin- 
cipal payments on all debenture debts. 
It’s a good way. It means that this 
year, even with an increase in debenture 
debt of $100,000, the city will be at the 
year’s end over $12,000 better off than 
it was when the year began. 

No. 3.-—Cheap Electric Power, the 
Magnet that Draws Manufacturers to 
Hamilton, the Electric City.x—To-day we 
must have electric power or else admit 
that we are out of the industrial race. 
There is but one electric city in Canada. 
That city is Hamilton. Hamilton was 
doing things electrically before other 
cities had awakened to the fact that the 
new power was harnessable. Hamilton 
capital first demonstrated in Canada the 
feasibility of long distance power trans- 
mission when the Cataract Company put 
in operation its DeCew Falls power 
plant, thirty-eight miles distant. To-day 
this company is supplying current tor 
power purposes in and around Hamilton 
to the extent of 25,000 horse power. It 
is also lighting the city streets and most 
of the homes. Electric power for the 
manufacturer is cheaper than in any 
other Canadian city. The manufacturer 
who locates in Hamilton has an im- 
mense advantage over his competitors 
located elsewhere. He has, as well. a 
power that can be economized as no 
other power can be. With steam the 
running of shafting alone takes up a bi 
percentage of the power generated. Al 
the shafting runs whether the machines 
are running or not. With electric power 
and individual motors for each machine 
the power is o when the machine 
stops. There is no network of shafting 
and no waste of power. Think it over. 
Hamilton’s cheap electric power supply 
is practically without limit. The service 
is absolutely uninterrupted, many thou- 
sands of dollars having been spent to 
secure this result. 

No. 4.--Hamilton by Rail or Water 
an Easy Proposition.—Every man knows 
that lack of transportation facilities 
means stagnation in business. Once upon 
a time the stagnation term might have 
applied to Hamilton, Canada. To-day it 
is in direct touch with the main arteries 
of all the great transportation systems of 
the continent—rail and water—and the 
pulse beat of commerce is felt here as it 
is in no otber Canadian city. Through 
the Grand Trunk, the Canadian Pacific 
and the Toronto, Hamilton & Buffalo 
Railways, with the subsidiary ramifica- 
tons of these great highways, it has 
direct communication with all parts of 
the Dominion and ir easily reached by 
all the great railway systems of the 
United States. Electric railways con- 
nect Hamiton with all nearby towns and 
villages, bringing the city’s retail in- 
terests into touch with a well-to-do ur- 
ban population of nearly a quarter of a 
million people. What is true of railway 
facilities is equally true of lake trans- 
portation. There are numerous passenger 
and freight lines of boats making regu- 
lar calls at the port of Hamilton from 

















© all the shipping ports on the great 
= from Quebec and Montreal to 
Chicago and Duluth. Much of Hamil- 
ton’s manufacturing pre-eminence is due 
to the conditions set forth above. These 

facts that you cannot get over. 
No. 5.—The Manufacturer and His 
Employes from the Hamilton Viewpoint. 
pa Vat does the manufacturer care 
about a city’s educational advantages? 
A good deal, if he_is wise. Take the 
case of Hamilton. Here’s a city where 
the chances for education are better than 
can be found anywhere else in the coun- 
try. In that same city there are more 
manufacturing interests than will be 
found in any other Canadian city. And 
there’s a connection between these two 
statements. Hamilton offers to the me- 
chanic the very best, cheapest, and most 
thorough public school and_ collegiate 
institute education for his children, It 
gives him all the opportunities of the 
best free art school in the country. It 
ives him private schools and a_ public 
oeery. The mechanic is not slow to 
see the point and he makes Hamilton 
his home. He is here by the thousand 
and his presnce here makes it a com- 
paratively easy matter for the manufac- 
turer to solve the problem of skilled and 
unskilled labor. It does more than this. 
The 10,000 to 15,000 boys and girls who 
make up the public and separate school 
attendance lists are constantly passing 
out from the schools into the labor mar- 
ket, and their presence there makes it 
ossible for manufacturers who hire 
emale and boy labor to keep their works 
constantly going with an educated class 
of help—a class that is distinctly superi- 
or to the average. Undesirable foreign 
labor has no place in Hamilton. Labor 
disturbances, strikes and industrial agi- 
tations are few and far between, thanks 
to education, and the manufacturer who 
locates here will quickly realize the city’s 
advantages, both from the education and 
labor viewpoints. ; 

No. 6.—Making and Spending Money 
as it Works Out in Hamilton.—lIt is a 
matter of record that when a man once 
visits Hamilton he wants to stay there. 
There’s something about the place that 
makes the stranger feel at home right 
away. No city of its size has a floating 
population as small. And when the 
manufacturer locates in a place where 
the people are contented and happy he 
is in luck, for it means that permanency 
in help that makes so much for the suc- 
cess of his enterprises. Among other 
Canadian cities there will be found none 
where the average of wages is better 
than here; where employment is more 
constant; where industrial conditions are 
more harmonious. In no other Canadian 
city is it possible for the mechanic or 
artisan to live so well with so little out- 
lay. In no other Canadian city will it 
be found that, as it is in Hamilton, the 
great majority of mechanics and arti- 
sans own their homes. There is plenty 
of room for the man who would own 
his home; ownershin is made easv_ be- 
cause of advantageous purchasing prono- 
sitions in the suburbs in all directions. 

he Hamilton man doesn’t have to go 
away from home to spend his money. 
He has his summer resorts right 7 
home. On the mountain, at Grimsby 
Park, at Hamilton Beach, on the waters 
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of the bay and lake, out at Ainslie 
Wood, and a hundred other sylvan spots 
he finds summer pleasure for himself 
and family, while in winter the theaters, 

. M. C. A, Y. W. C. A., various so- 
cieties and the churches provide enter- 
tainment and instruction of ail sorts. 

No. 7.—Hamilton the Retail Mer- 
chants’ Ideal Location and the Home- 
Seekers’ Haven.—There are 60,000 people 
in the City of Hamilton, Canada, to be 
fed, clothed, and otherwise catered to 
by the retail merchants of the city. The 
60,000 will be 80,000 in a very short 
time. That’s a certainty. Two things 
of interest to the business man charac- 
terize Hamilton people—their intense 
loyalty to their own home merchants, 
and their generous money spending. The 
retail merchant in Hamilton is within 
telephone call of all his sources of 
supply, no matter what business he may 
beein. The presence in the city of whole 
sale houses and manufacturing concerns, 
covering every line of trade, makes it 
unnecessary for the retailer to carry six 
month stocks or to have on his shelves 
old stock of any sort. These statements 
mean something to business men. What 
do you think of them yourself? If it’s 
a home you are thinking about. just 
come and have a look around. You'll 
find a city of homes—a city not so large 
that you lose half an hour of valuable 
time going from home to business, nor 
so small that the whole city knows it 
whenever you or yours make a move. 
It’s a city where, with well paved streets, 
wealth of shade trees, extended street 
car service, and all other up-to-date con- 
veniences, you are able to combine the 
rush and bustle of existence in a big 
business center with the quiet and exclu- 
siveness of home residence in a sub- 
urban resort. 

No. &.—Hamilton the Healthiest and 
Cleanest City in Canada.—It’s up to = | 
other city of any size, great or small, 
to produce evidence to show that it can 
equal Hamilton as a place where the 
undertaker flourisheth not and the phy- 
sician finds life a burden. Hamilton is 
the most healthful city on the American 
continent. his is proven by statistics. 
The death rate per thousand of inhabi- 
tants for the past five years has averaged 
14.2, which is lower than the true record 
of any other city for the same period all 
the way from Maine to Mexico, or from 
Halifax to Vancouver. Why it is this 
way can be easily explained. Nature is 
responsible in the first place. She fixed 
things so that there would be in Hamil- 
ton always a minimum _ temperature, 
whether of heat or cold. She put a lake 
on one side to give cooling breezes in 
summer, and a mountain on the other 
to shelter the city from the icy blasts 
of winter. What nature couldn’t do 
the municipal authorities did. The 
streets were well paved, the sewer sys- 
tem was perfected, and for the disposi- 
tion of sewage expensive chemical sew- 
age disposal plants have been put in 
oneratinon—the first of the kind in Can- 
ada. There are no tenements in Hamil- 
tcn-—no disease hreeding centers. Ground 
room is plentiful. fresh air is to he had 
anvwhere for the breathing, and if 
neople get sick it is because they like to 
see their friends, the doctors, coming 
around once in a while. The water that 
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Hamilton people drink is a health giver 
in itself. It is gathered from Lake On- 
tario dt a point where it finds rest after 
tumbling the fall and length of Niagara, 
Where it is aerated enough to make it 
ozonated. 

No. 9.—Why the Deering Harvester 
Company Located in Hamilton, 

Deering Division. 

INTERNATIONAL Harvester ComPAny. 

Cuttcaco, April 10, 1903. 
The Spectator, Hamilton, Ontario: 

In response to your inquiry as to why 
the Deerings came to Hamilton to build 
their large factories, would state that the 
writer took a careful survey of all the 
ase Canadian towns and cities with 
special reference to those matters most 
dnteresting to manufacturers, which re- 
sulted in the selection of Hamilton, be- 
cause it was found to be the most ad- 
vantageous location. We were able to 
procure cheap and unlimited electric 
power from the Hamilton Electric Light 

Cataract Power Co., delivered direct 
to our factory, with assurance of any 
quentity required for future —— 
We also saw the advantages of the most 
desirable bay, which is certainly one of 
the safest harbors the writer has seen 
for lake shipments, and plenty of avail- 
able land fronting on this bay. We also 
found railway facilities, having access to 
five different roads, in close proximity 
to water for combination shipments. We 
also found Hamilton one of the best 
distributing points for receiving and 
shipping to and from all Canadian and 
foreign points. Hamilton is also situated 
in a great fruit country, with vegetables 
in abundance, which gives laboring men 
a low cost of living, rents being the 
lowest of any city the writer found in 
Canada; building materials and raw ma- 
terials for manufacturing close at hand 
and at a minimum cost; also a delight- 
ful climate for workmen, not being as 
cold as many other portions of Canada, 
and cooler in the summer on account of 
the water on one side and the mountains 
on the other. The writer can and has 
cheerfully recommended Hamilton as the 
most advantageous site for manufactur- 
ing of any city in Canada. 

Respectfully yours, 
B. A. Kennepy. 

No. 10.—What Hamilton Can Do for 
the Manufacturers of the World.—Is the 
municipality in which you are located 
everlastingly soaking it to you in the way 
of high taxes, special rates and assess- 
ments? In Hamilton, Canada, the muni- 
cipal authorities work a manufacturers’ 
hold-up game, but it’s not the sort you're 
used to. At the northeast side of the 
city is a tract of nearly 1,000 acres of 
land which is being reserved for the 
manufacturer. It has a splendid water 
front along its entire length, a street car 
line with an all day five-minute service, 
and it is traversed by all the great rail- 
way systems that tap the city, The city 
waterworks system is there waiting for 
you with a manufacturer's “‘at cost’’ rate, 
and good roads and sewers will meet 

ou wherever you locate. The price of 
his land is reasonable. and for a long 
term of years the city taxes on it will be 
as low as the insignificant farm land tax 
in the township adjoining. If you have 
any idea of making a move this is too 
good a proposition to pass’ carelessly by. 
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And here's a word about the banks and 
financial institutions of Hamilton, tha 
should interest you: * There are it Ham: 
ilton branches of all the leading Cari: 
adian banking institutions; besides ageii: 
cies of all the, great finaficidl Gorpors 
tions. The bahks répfeserited here have 
a capital of over $45,000,000, reserves of 
ovet $27,000,000, and total assets of at 
least $368,000,000. 
—___ +o» —__—_. 
THEIR EYE ON 20,000, 
Knoxvitiz, Tenn., Nov. 14, 1903. 

Editor of Printers’ Ink: 

Will you kindly correct our advertise- 
ment in your Roll of Honor? The de 
tailed statement for the month of Oc- 
tober is herewith enclosed. You will 
note from the enclosure also sent here- 
with that our circulation has been ex- 
amined by the Association of American 
Advertisers. We have always been de- 
sirous that the American Newspaper 
Directory should send a man to investi- 
gate the situation in Knoxville, and you 
may remember we made several offers 
to defray his expenses. It would still 
give us great pleasure to welcome a rep~ 
resentative of that publication and we 
would afford him every facility for im 
vestigation. The Sentinel, as you per 
haps know, is the only paper in Bost 
Tennessee eligible to your Roll of 
Honor. It is the only paper furnishin 
any advertiser or directory with detailed 
sworn statements of circulation. Our 
claim to the largest circulation in this 
section Is now quite generally admitted. The 
passing by the Sentinel of the 10,000 mark re- 
cently was quite an event in Southern journal- 
ism, but with the new three deck Goss Press 
we have our eye on the 20,000. 

Very truly yours, 
Tue Knoxvitte Sentinet Co, 








Next to our own inside 
knowledge of newspaper 
circulation received 
through our traveling men 
and other direct sources,we 
are guided mainly by the 
ratings and information 
contained in Rowell’s 


American Newspaper 
Directory—BRENT 
GOOD, President 
Carter Medicine Co., 
New York. 
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Nore.—Advertisements under this caption are accepted from publishers wee, 
according tw the 145 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed seeieees statement, duly signed and dated, or 


have supplied a similar statement for th 
vision and to 
characterized by a 


1904 issue of the Directory, now unde ‘oing’ re- 


to be — in April next. Such circulation figures as are mentioned last are 


Tnese are generally regarded So pitichese who believe that an advertiser has a right 


to know wnat he pays his hard cash 


The black figures denote the average issue for the year indicated. The light faced 


number in brackets denotes the pag 


in this list for a paper not entitled to it. 


e in the American Newspaper Directory which con 
tains the details of the publication’s characte’ 


rT. Noamount of money.can purchase a place 


Advertisements under this caption will also be accepted from publications to which the 


American Newspaper Directory accords the sign ( 


superior excellence in quality of rey 
tion, if entitled as above. cost 20 cents per 
year 10 per cent discount if paid whol in ad 


©), the so-called gold marks, denoting 
Announcements under this classifica- 
line under a YEARLY contract, $20.80 for a tull 
vance. Weekly, monthly or quarterly correc- 


tions to date showing increase of circulation can be made, provieee the ae yoy sends 


astatement in detail, properly signed and dated, covering t 


additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 

ingham, Birmingham News. Daily av 
etre 1908 18,48 803 (34); first seven months 

‘woe ws 17,898; July, 1903, 1903, 201 3 guaranteed. 
am, Ledger. edger. dy. Average for 1902, 
use Av. for Aug., 13, 17,586, guar’t'd. 
omery, Advertiser. AdvertiserCo. Av- 
circulation for 1902, guaranteed, daily 10,- 
hes weekly 12,841, Sunday 14,625 (40). 


ARKANSAS 
Fort Smith, Times. daily. In 1902 no issue less 
bp 1.000 (53). Act average for August, 
ember, October, 1903, 8,109. 
aa Roek, Arkansas Methodist. Geo. Thorn 
h, publisher. Actual average i902, 10,000. 


ARIZONA. 
Bisbee, Review, daily. W. B. Kelley, ‘. 
| 192 no issue less than 1,250 (46). In 1903 n 
issue less than 1,750, 


Phoenix, Republican. | Da ay 2 average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 


CALIFORNIA. 
0, Morning Republican, daily. Aven 
te ine, re 644 (67). HE. Katz, Special Agent, N. 
akland, Tribune, dail Average for 1902, 
®, sis (75). Tribune Publishing Company. 
San Diegan Sun. Daily average 
tr “1908, Pe kee (80). WH ee pub. 


mn Franctaco, Argonaut, week Ave’ 
torts 15,165 (81). Z. Rats, Special Agent, N. 


San Franctiaco, Bulletin. R. A Crothers. Av. 
for 1902, daily 49,159, Sunday a a ~ 

San Franetiaeo, Call, d’y and S’y. prec! 
els. Av. for 190%, d'y 60,885, S’y fe ped Yau). 

San Jose, Evening Herald, daily. The Herald 
Co, ime for year end. Aug.. 1002, 8,597 (86). 


Morning Mercury, daily. Mercu 
Publisbing Oo. Average for 1902, 6,266 (86). ps 


COLORADO. 

Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1902, 82.171 o>. Aver- 
age for October, 1903, 40,640, Gain, 1,051. 

ais CONNECTICUT. 

ford, Times, dail Average for 1902, 
16, ite (111). Perry Lukens, Jr., N. Y. Rep. 

Meriden, Morning Record and Republican. 

a, n Pub. Co. Dy. av. for 1902, 7,887 (112). 


ew Haven, Palladium, dail ane ‘or 
sees 5,500 (114). EZ. Katz, . Kate, Speciai Agen ite a 8 


New Haven, Union. Av. for yas =! | 15.881, 
8’y 8,825 (114). E. Kate, Katz, Special A 








New Londen, evg. Av. 1902, 5.198 (115), 
Birt ote LA, ot 1953 THO, 





yp worwteh, Betictin, daily, obs" A, a. Ce. » pub- 
ers. Average for } a teruge 
Jirst six months 1/93, 4,996. 


DISTRICT OF COLUMBIA. 
Wopingpen kev. Star, dai st, Ev, Star News- 
paper Co. Average for 1902. 8 748 (© ©) «122). 


National Tribune, “weekly. Average for 1902, 
104,599 (123). First six mos. 1903, p28. 206. 
Smith & Thompson, Rep., N Y. & Chicago. 


DELAWARE. 
Wilmington, Morning News, daily. Nv« + Pub- 
lishing Co., pubrs. Average for 1902, 9,485 (121). 
FLORIDA. 
Jacksonville, Metropelie, daily. Aver. 1902, 
7, O18 (128). Average sat 6 months, 1903, 8,229. 
Pensacola, Journal daily daily, every morning ex- 
cept Monday. Average for If for 1902, 2,441 (131). 
Tampa, Morning Tribune. og emaee tes 
bune Pub. Co. Average for 1902, 5,608 (132). 
GEORGIA. 
Atlanta, Journa),dy. Av. 192, 87,828. Semi- 
wy, 84,105 (135). Present average, 89,884. 


Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 





IDAHO. 
Bolae, Gag) Hows dy. and wy. Capital News 
, pub. 1902, -, 2512, wy. 2,405 


(5b. ‘Av. ist 6 fy. 'y. 2,800, wy. 8,279. 


ILLINOIS. 
Catro, Citizen, weekly. ending Dec., 1902, 
no issue less than. '. 000 tise Oct. 7903. 1,100. 


Chamoaign. News. In 1902 no issue eo than 
1,100 daily and 8,400 weekly ces In October, 
1903, no daily issue less than 2,20 


Chieago, Ad Sense, monthly. rah Ad ag 
Co., pubs. Actual average fc for 1902, 6,088 (176 


Chicago, American Bee Journal, eeu. 
Actual average for 1902, 7,485 (167). 


Ohieago, Bakers’ Helper, monthly R. 
Clissold. Average for 1902, 4,050 (OO) (17, 


Chicago, Breeders’ ‘Gazette, at stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60,052 
(167). Average first 28 weeks, 1008, 66,740. 
enanee. ay Dias, py ae } Crouse, 

ctual average for Sor 
Jirst nine months 1903, 07, Fe 00 “Soo. ee 


Chicago, Grain Dealers Jou: rnal, s. 
Dealers Company. Av for 1902, 1418 (OCI. 


Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av, 1902, 5,409 (180). Six mos, 1903, 24,888, 


Chicago, Irrigation e, monthly, D. H. An- 
derson, Average for iota 66 (181). . Average 
ten months 1903, 22,10 
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Voice-Review,mo. Ave for 1902,; Des Metnes, Cn Dagttel, daily. 
agen, (182), For siz months 1903, FY: 166, | publisher. rn overage for aed an o1 


Chieago, Monumental News. mo. K. J. Haight, — » 1908, $1,588. 
pub. Av. for year end. July, 1902, 3,966 (182) | Dea Moin litan Ost 


Cee Detional Harness Review, mo. Av. ly. Still College. Average { for 1902, 9, dee ‘, 























for 1908 O1 (183). First 8 mos, 1903, 6,250. | Des Moines, News, daily. Aver. 1902, 7.118 

pihicage. New Thought, m monthly, SOc. a year, | (298). First 9 mos. 1903, aver., sworn, 41,871 net. 
evler Wilcox, verage year end- | 

ing January. 1908, 29,28 Since Jar Spirit of the West.wy. Improvement in breed- 

1908, New Thought prints over ease monthin ing horses and live stock. Av. for 1902, 6,095. 


Park and Cemetery and Landscape Gardeni ng, | Des Moines, Wallace's Farmer, Est. 1879. 
mo. Av. for year ending July, 1902, 2,041 (183). | Actual average January, 1903, 80,60 ; (294). 


id. average for 1902, | Dubuque, Catholic Tribune, weekly. Catholic 








Chie Heral 
daily 15 bade "12%, yor 171,816 (166 Printing Co., pubs. Actua! average 1902, 4,801, 
Chicago, The Onerative peer, aa Act-|  Museatine, Journal, dy. av. 1902 8,712, s.-wy. 
ual ee for 1902, 5,666 (183 2,711 (315). Dy. av. ist 6 months 1903 4, 188. 
hicag age, Tr Tribune, daily. Tribune Co. In 1902,' Ottumwa, Courier. Dy. av. 02 4,491, s..wy.6 
yA (OO) 984 (319). /s¢ 6 mos. 1903, dy. ae 8-wy. 7,291. 


East St. Louis, J nee | Culture.mo. Poultry | Sheldon, Sun, d'y and w'ly Carson. 
Culture Pub. Co. Average 1902, 6,875 () 92). Av- | Average for 1902, d’y 486, w wy 2, bat ‘(823). 


erage first six onths 1908, An oan Boast 
# months 1Ws, 14,886 Shenandoah, Sentinel, tri-weekly. Sentinel 
Evanston, Correct English: How to Use It,mo. | Publisaing Co, Average for 1902, 8,681 (323). 


Oe 75 | 

Average for year ending (ct., 12, 9,750 (19). | Sioux City, Journal. ‘Dy. a av. for firsts mos. 

Kewanee, Star-Courier Average for 1902, of 1903 (sworn) 19,812, dy. av. for Aug. 19,698, 
daily 2.410, weekly 1,522 (203). Average guar- | Records always Mela. i The undisputed leader in 
anteed circulation ily for August, 193, 8,006, | its big, virgin 1902 average 16,968 (52). 


Peorta, Star, evenings ana Sunday morning. | KANSAS. 


Actual sworn average for 1902, 28,742 (219). | Atehison, Globe daily. E. W. Howe. (384). 
Roekford, Register Gazette. Dy. av. for 1902 | Offers to prove 5,200 daily circulation for 1903, 


5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. | or receipt any advertising bill. 











Girard, Appeal to Reason, weekly. J. A. Way- 
INDIANA. | land. Average for 12, 195,809 (343). . 
Bvensviiie Comrise, pir and 8. Courier Co., —— 
st v.02, 11,2 4-9" ery av. '03, 12,« Hutchinson, News, d’y and w’y. W’y, duré 
18. Smith & Thompeon, 5 Sp. R WAT 3 Chicago. 1902, no issue less than 1,920 (346). E. Katz, NY. 
Evansville, Journal-News. Av. for 1902, d’y ka, Western School Journal, saeentionys 
11,910, S’y 11,508 (244). E. Katz, Sp. yoy N.Y aml ly. Average for 1902, 8,116 (362 


Goshen, Cooking Club, monthly. Average for | , Wiehita, le, d’y and w’y. Av. 1902, d’y 16,- 
1902. 25,501 (247), A persistent. medium, as | T81, Wy 6,674 (364), th, N. Y. & Chicago. 
housewit ives keep every 


issue "y issue for daily reference KENTUC1 ¥ Y 
az. 
ms lia, News, dy. Hilton U. Brown, gen. 
ae » Begernert Breckenridge News, ava. a 
v. for 1902—actual sales—62, 188 (250). Rabbaxe. Average for {02, 2.248 
“Lateran Morning Journal, daily. Actual L 
exis ton, Leader. Av. for 1902, d’y 8,788, 
average 1902, 8,002 (254); October, 1908, 4,877. lo ¥ 2.806, Sy 4,008 (373). E Katz, 8. 4.N. y. 
Marion, Leader, daily. W.R. Westlake, pub. & lak ene 
rage | Lesteville, Evening Post, d Evening Post 
p~ J ‘October ese a Ser | Co., pubs. Actual average for Toon, 26,895 (374). 
Yo. Av- 
Munete, Star, d’y and Sy. rPub.Co. Year| __Padueah, Sun. daily. Sun Publishin; ay A 
ending Feb. 1903, d’y 21,468, oy 16,585. (260), | erage for year oe FS i 


Daily average for 
Notre Dame, The Ave Maria, Yoyo wean 
magazine. Average for 1902. 25,976 (26 ° LOUISIANA. 


Prineeton. Clarion-News. daily. Clarion Pub- aie icone, By: 4 DD ag 





lishing Co. . Average for 1902, 1, BO (264). 6,259 (387). Official journal city New Orleans. 
Richmond, Fvening Item — dy. av. for Whee Se ay 
New Orleans, Louisiana Planter and Sugar 
1902, 8,124 Same for August, 1903. 8,287. Mfr, wy. In 1902 no issue less than 8,000 (387). 
South Bend, Tribune. Sworn a average _ 
1902, 4,861 (267). Sworn av. for Oct., 6,047. Pe Southern Buck, official cree of Fikaom 
n Louisiana and Mississippi. Av. '02, 2,866 (388). 
IOWA. 
Arlington, News. All home print weekly. w. SAIee 
F. Lake, pub. Average for 1 for 1902, 1,400 (282 Augusta. Comfort,mo. ‘Vv. H. Gannett, pub. 








Actual rage 
oe nee Gazette, daily. Thos. Stivers, - _ for 1902, 1,874,766 (391). 
erage first nine months 1903, 5,756. Augusta, Kennebec Journal, d’y and w’y. 
pad ie eton, Hawk-Rye, daily. J. L. Waite. Average a’y, 1902, 4,719, w’y 2,188 (391). 
Av. for 1902, 6,818 (285). Ju June 30, 1903, 7,018. Wisteaihe Som. Average for 1902, daily 


Clinton, Advertiser, daily daily. Fay Bros., pub- 7.846, weekly 29,012 (392 
— Average fi or 1002, 10. oes Se. Accorded | 













rgest daily circulation in Eastern Iowa. | Lewiston, Evening Journal 1, eat. Average 
mn Ee ore nae | | for 1902, 6,640 (@@). weekly 15. (© ©) (395). 
Da rt. 7% av. 1 , S.-W. 
1. QT (202), Dy. av. October, 1903, 8,526, Cir. | a. Maine Woods, w wee! Cu J. W. Brack- 
guar. more than double of any Davenport daily. ' ett. Average for 1902, 5,416 











n 
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eortiand, Evening Fxpress Average for 1902, 
ax v11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 
News, dail Eveni: News Pub- 
Py rage 1908, 4 41,588 (402). Janu 
ary / to October 3/, 1903, 856. 


MASSACHUSETTS. 
Boston. fF vening Transcript ( ) (412) Boston's 
tea table paper. Sapien of week-day adv. 


ton. Globe, average for 
Daily, 196,080 Sunday £76,296 (412-413). 
First 9 mos. 1903, dy. 195,292, "Sy. b 7,282. 
Largest ctrculation in New England 
Advertisements go in moruing and afternoon 
eine Por on Pe 


Boston, New land ngland Magazine, monthly. 
America Co., Ming "Average 1902, 21,580 (420). 


Pilot, every ery Saturday. Roman Catho 
lic. yo ann Roche, editor. (©) 


Boston, , dy. Ave for 1902, PS ied 
413). ‘Av. yo 2 1903, dy. 185,804, &. 172,- 
Largest p.m. ‘or a. m. sale in New ugland. 


Boston, Traveler. John H. Fahey. Fstablished 
18%. Actua! daily average 1992, 78,852 (413). 
For first six months 1903, 76,409. 


East Northfield, Record of Christinn Work 
mo. Av.for yr. end’g March, 1903, 2@.541 (425). 


Gloucester, Daily Times. Average for 1902, 
6,247 (427). First seven months 1903, 6,629. 


Lawrence, Telegram, ‘dail yy. wee Pub- 
lishing Co. Average for 1902, 6,701 ( 428). 


Salem, j= Folks, mo., juvenile 8. E. 
Cassino.’ Average for 190, 75,250 (434). 





Springfield, Good Pe 3 mo. Avg. 
for 192, 108,666 (436 end, Dec., 
1903, 185,992. All +. dS queventest. 


Springtcid, Republican (435). Aver. 1902, d 
15,406 (QO), Sunday 18,988 (@©), wy. 4,177. 


Woreester. Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,55: (439). 


MICHIGAN. 
ian. Telegram, dy. D. W.Grandon. Av. for 
1902, ¥ a (440), Av. first 9 mths. in 1903, 8,650. 


Free Press. Average for 1902, daily 
41 sts" Sanday 51,260 (450). 


Detroit, Times, atv ad ‘pores Times Co. Av- 
erage for 1902, 27.657 (450), 


Grand Rapid Evening | Press, dy. 
for 1902, BE RAO ta50), First 4 mos, 003, BGA. 


Grand Rapids, Herald. daily. Eugene D. 
Conger. Average for 1902, 20,156 (456). 


dochsen, Citizen, daily. Jame O'Donnell, 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828. 


Jaekson, Prees a and Patr Patriot. near Esvereee 
1902, 5.082 (461); for October October, 1903, &,924. 





Kalama. = graph. 02, dy. wey kl 
7,579 462). To (rites, d. 8a 3-10. 8,414. 


naw. Evening News, d News, daily. Average for 
1000S 85 848 (473). October, 1903, datly 12,424. 


Saranac, Advertiser, wee weekly. H.T. Johnson. 
No issue in 1902 less than 2, (474). 


MINNESOTA. 


Minneapelte, *k and Home, semi- 





monthly. Actual 1902, 62,208 
average x (498). Act- 
ual average July-October, 1903, 74,888, 


wprmeanetia. Farmers’ Tribune, twice-a-week. 
Murphy, pub. Av. for 1902, Pie714 Us). 


Minneapolis, Journal, daily. Journa) Print- 
ing Co. For 1902, 54,628 (495) 


Minneapolis, N. W. 
03, 78, 168 (498). 75, 


Northwestern Miller, weekly. Miller Publish- 
ing Co, Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska Amerikanska Posten 
J. Turnblad, pub. 1902, 47,075 (497). 


iculturist, s.-mo. Feb., 
guar’d. 3c. agate line, 


Minncapeiie Tribune. Murphy, 5. 

verage for 1 day. eacste ts (496); Sun- 

pe "Se, 850. iz months to Nov. 1, 1903: 

Datiy 78,061, Sunda fs. Est. 1367. 
Daily ayerage for October te 21 

The only ——— cote a im Rowell’s 

mertcan Newspa, rectory 

that publishes its Croulation over 

a considerable period down to 

GUAR date in KOLL oF HONok, or else- 

AN Sy Gune is one of Ge 


aay wane American iy abeotutely 

circulation of tohich & od a mete 
guarant Rowe 

Newspaper Directory. yt P ——4 = in both 

morning and evening editions for one price. 


Minneapolia, Western Progress, devote: 
to Western interests. Av. for 1902, 10,000 (500), 


Se. Paul, Dispatch, dy. Aver. 1902, 49,0; 
Present aver. 58,181. ‘7. PAUL'S LhaD- 
NG NEWSPAPER. 


St. Paul, Globe, a. Globe Co., witcher. 
Actual average for 1902, 22,825 (505). First. 
mos, 1903, $1,529. 

St. Paul, News, dy. Aver. 1902. 80.619 i. 
First 9 mos. 1903, sworn average 84,081 ne 


Paul, Pioneer-Press. Daily average for 

1902 $4,151, Sunday 80,986 (506). 
St. Paul, The Pormer. ~t- ay s.-mo. Est. 1882. 
Sub. Prof. Th. & av. year end. 
Feb., 0S, 62875 60). “ict. ipvanene an 80,000. 


Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past 6 months, 4,109. 
Westlicher Herold. Av. 1902, 22,688; Sonntags 
Winona, 28,808; Volksbl. des Westens, 28,826. 


MISSISSIPPL 
Vieksburg, American, daily. In 1902, no me 
less than 1, 50 (522). In 1903, 1,900 copies. 
MISSOURI. 
Joplin, Globe, daily. Ave 4 es a 9,414 
(il). E. Katz, Special agent Agent. New 


Kansas City, Journal, dy d'y and w’y. Averare 
for 1902, daily 56,876, wee 161,109 (541). 


Komen Cit + Weekly Implement Trade J’rn‘! 
Av. Aug., ’02, ). Av. 5 mos. 03, 9,895. 


Kansas City, World. dail daily. Aver, 1902, 62.- 
978 (642). First 9 mos. 1903, arer., sworn, 61,452. 








Mexico, American Farm and Cxshare. agric. 
and hortic., mo. Ce av fay, June, Paty 902, 4,888 
549). ly, 7908, 15,667. 


&t. Zeseph. Medical Heral: Herald, month'y. en 
Herald Co. Average for 1902,'7,475 (687). 


St. Joneph. 300 8. 7th St, Western Fruit Grow- 
er,m’ly. Aver for 1902, 28.287 (557). Rate 1éc. 
per line. Circulation 80,000 copies guarant’d. 


St. Loula, Medical Brief.mo. J. J. Lawre' 
4.M..M D., ed. and pub. Av. for 1902. 88,058 (563). 


National eer and Stock os, mo. Av.9 
mos. end. Oct., 03,105,500, 1902, 68,588 (563). 
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St. Louis, The Woman’s M 
Women and home. ee: oe. 
age for 1902, 908, wal prov en) average 
Sor ra 9 mos, in 1903, a7 i876 Commencing 


ne, monthly. 
Proven aver- 


ws 1903, euere ‘issue guaranteed to exceed 
1,500 b000 copies. full count. Largest circula- 
tion of any ication in the world. 


MONTANA. 
onda, Standa _— 
11’ 204 ¢ (572). MONTANA'S B i BEST Ni NE WSP at APER 


Butte, Inter-Mountain, ain, daily. Inter-Mountain 
Publishing Co. Average for 1902, 10,101 (573). 


Pee Reserd, a oven a Pay! Punishing 
Co. vorage ter . . Average Jan- 
uary an to May ay 1903, 10,209, 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, ray 
(590). Av. for year end. end. April 30, 1903, 144,55: 


Lincoln, Freie Presse, resse, weekly (590). pate 
Sor year ending April 30, 1903, 144,554. 


Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pub. Average for 1902, 5,100. 


Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903, 1,800. in 1902, 1,660 (591). 


Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1902, 28,47 (604). 


Omaha, News, daily. Aver. for 1902, 82,777 
(504). First 9 mos. 1903, sworn aver. 40,0 


NEW HAMPSHIRE. 


Franklin Falls, Journal-Transcript, weekly. 
Towne & Robie. In 1902, no issue less than 8,400. 


Manchester, News, o- . Herb. N. Davison. 
for 1902, 7,500 
Leith & Stuart NY. “Rep., 160 Nassau St. 


NEw J pogye 


Asbury Park, Press J. L. Kinmonth, pub. 
Act. av. year end, July 31, A ‘08, 8, TOR. In 028, 1556. 


Elizabeth, Evening 1 Times. Sworn aver. 1902, 
8,885 (616). 6 mos. /903, 4,288. 


Elmer. Times, weekly. 8S, P. Foster. 
for 1902, 2,085, (616). 


Hoboken, Observer, daily. patna average 
1902, 18,097 (619) ; Sept., 1903, 22,75 

Jersey City, Evening Journal, dy. Average 
for 1902, 17,582 (619) ist ¢ mos. 1903, 18,40. 


Jersey City, Sunshine, mo. J. W. Floridy. 
aver. for year ending Jan., 1903, 84,500 (426). 

Newark, Evening News. Brenin News Pub. 
Co. Av. for 1902, dy. - 50,406, Sy. 15,915 (621). 


Newmarket, Advertiser-’ Guide,mo, Stanley 
Day, publisher. Average for 1902, 5, 041 (623). 


on pou: , Register, weekly. "st. ua) John 
Cook. Actual average 1902, 2,857 (626). 


NEW YORK. 


Albany, Journal, evening. Journal o a7 
age three months to October October 1, 1903, 17,52 


Albany, Times-Union, every evening. Establ. 
1856. Average for 1902, 25,204 (635). 


Bingkamton, Evening Herald, daily. _ evening 
Herald Co. Average for 1902, 10,891 (638). 


Baffale. Courier. morning ; Enquirer, even- 

ing. J.Conners. Average for 1902, morn- 

ing 48.818, evening 80,401 (641). 

Buffalo, Evening ‘News. Dy. av. 1902, 74,284 
Smith & Thompson, Rep., N. Y. & Chicago. 


Average 





(641). 





Corning, Evening Leader, ony, Average for 
1902, 4,064 (647). September, 1903, 6,955. 





Cortland, Democrat, weekly. F. C. Parsons, 
Actual average for 192, 2,228 (647). 


Elmira, Ev'g Star. Av. for 1902, 8,255 (651). 
Guaraniced by rit or personal investigation. 
Leith & Stuart, N. , 150 Nassau St. 


Ithaca, News, ener, Ithaca Publishing (o. 
Average for 1902, 8,116 (658). Av. for Sept , 1903, 
4,500. Leith @ 8 uart, N.Y. kep., 150 Nassau St. 


Newburgh, News, dy. Av. ay Av. for 1902. 4,257 (666), 
Guaranteed by affidavit or personal inv estigation, 
New a City. 


American Kngineer, my. R. M. Van Arsdale, 
pub. Av. 1902, 8,816 (681). Av. /0 mos, ’03, 8,745, 


American Machinist, w’y, machine construc, 
(Also European ed.) Av. 1902, 18,561 (© ©) (670), 


Amerikanische Schweizer Zeitung, w 


Pub. Co.,62 Trinity pl. Av. for 1902, 


. Swiss 
15.00 Gn. 
Automobile Magazine, monthly. , Se 
Average for 1902 8,750 ( 


Baker’s Review, monthly. W.R. G 
publishers. Average for 1902, 8, 088 Os 
age for first six months end. ths end. July 34, 1903, 4,416, 


Benziger’s Magazine, monthly. Ben- 
3 Bros. 8.479 (686). 


aterer. monthly. . Caterer Pub. Co. (Hotels, 
PR and high-class Rest.). Average for year 
ending with August, 1902, 5,888 (687). 


Cheerful Moments, monthly. Geo. W. Willis 
Publishing Co. Average for 1902, 208,888 (687). 


Clipper. weekly. Frank Queen Pub. Co., Ltd. 
Average for 1902, 26,844 (© ©) (673). 


Delineator, _funte on mo. Butterick Pub. Co., 
Ltd. Est. 1872 1962, 721,909 (688). Act. av. 
cire’n for 6 We .. ending June, 1903, 876,987. 


famil 
Average for 190 for 1902, z 





1 Comercio mo. Spanish 
ot Clark Co. Average for 1902, 


Electrical Review. weekiy. Electrical Review 
Pub. Co. Average for 1902, 6,212 (© ©) (674). 


Engineering and oatining a 
Est. 1866. Average 1912, 10,009, (@ ©) (674). 


Forward, daily. Forward Association. Aver- 
age for 1903, 81,709 (667). 


Frank Leslie’s Popular Monthly, Frank Leslie 
aes House. Actual av. for 1902. aoe ane 
(690). December, 1903, edition, 258,650 copies. 


Hardware, sem:-month!] 
8,802 (683); ‘first half 903, 9,862 


Morning Telegraph, daily. Daily etrerank 
Co., pubs. Average for 1902, 28,228 (668 


She 
at tao. ¥ 


Journal, weekly 





Average for 1902, 





Music Trade Revie w, mu ‘ic pate and art week- 
ly. Aver. for 1902, 5,402 (677) 


Pharmaceutical Era, weekly, pharmacy. D.0O. 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679). 


PR List of Railroad Officials, qly. Railr’ds 
ransp. Av. 02, 17,696 (702) ; av. ‘03, 17,992. 


Police Chronicle. weekly. ote. caeeite 
Pub. Co. Average for 1902, for 1902, 8,650 (679 


Printers’ Ink, week! A ° for advertis- 
re $5.00 per year Beo. Rowell. Est. 1888. 
Average for 1902, 18.987 61). 


Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (© @) (680). 


», Cushing, 





The Central Station, monthly. 


Jr. Av. for year ending May, i902, ¥ ies (687), 
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The Iron Age, weekly, + 4 @® 
(676). ta" For more than a generat 
. g we pew Lo in the hardware, irom, “i. 3-2 
metal 
® Printers’ Ink awarded a sterlin 


ail Sugar 
Bowl to the Iron Age, ———s ‘ollows 


he Art of 
. F vo ytetatag i The Iron Age, 
s paper, after a canvass- 
“ing mF merits extending over 
od of ten months, hav- 
ronoun the. one trade paper in bg 
ee United States of America that, taken all in al 
“ renders its constituency t. best service and ow 
“ serves its purpose as a — Sor communica- 
“tion with a specified class 
The New York Times, daily. Adolph 8. Ochs, 
publisher, 1902 A (© ©) (669). 
Wilshire’s Magazine. Gaylord Wishive, ed., 


123 cE 23d St. Act. av. ending Sept., 1902, 46, 000 
(1088). Actual av. first eight mos., 1903. 100,625. 


* ing been 


Rochester, Case and Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 years’ average, 80,186, 

Behe mostats, Gazette, daily. A. N. Liecty. 
Average for 1902, 9,097 ain 
monti., of August, 1903, 18,01 


Syr: que Evening Herald, daily. Herald Co., 
pub. Aver. for 1902, dy. 82,118, Sunday 29, 009: 


Utiea, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1902, 18,618 (723). 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,468 \724). 


Wellsville, Reporter. Re Reporter Ptg. House, 
pub. Av. for 1902, dy. 1,044, s.-wy. 2,744 (726). 


Whitehall, Caronisio, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


Lexington, a, Dispatch, wy. In 1902 no issue less 
(735). Aver. first 8 mos. 1903, 6,800. 


Raleigh, Biblical Recorder Recorder, weekly. Average 
192, 7,685. Six months /903, 8,691. 


NORTH DAKOTA. 
Grand Forks, Normanden, weekly. Norman- 
den Pub. Co. Average for 1902, 4,869 (744). 


~~ dy. Av. for 02 4.59 (744). Actual aver. 
for Sept.'03, North Dakota’s BIGGEST 
DAILY. La Coste & Maxwell, N. Y. Rep. 


OHIO. 


Akron, Beacon Journal Daily ave 1902, 
7,869 (750). Year ending nding Sept. 30, 1903, 8,065. 


Ashtabula, Amerikan Sa Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8,558 (752). 


Cineinnati, Enquirer. Established 1842. Daily 
(OO), Sunday (© ©) (761). Beckwith, New York 


Cincinnati, Mixer and Server,monthiy Actual 
average for 1902, 18,088 (764). First eleven 
months 1903, actual aver. 42,591. ial organ 
Hotel and Restaurant Employees’ Int. Alliance 
Sano rs’ Int. League of America. WATCH 


Cincinnati. Phonographic Macazine, mo. 
ionog. Institute Co. Av. for 1902, 10,107 (764). 


Cincinnati, Trade Review, m $4 ween & 
Highlands. Av. for 1902, 2.584 (7 


Cincinnati, Times-Star, dy. Cincinnati Times- 
Star Pub Co Aet. aver. for 1902. 148,018 (761). 
Act. aver. for first six months 1903, 147, 601. 


Cleveland, Current Anecdotes (Preachers' 
Mag.), mo. Av. year end, Sept., 1902, 11,875 (768). 





Average for the | 





posites, Press, da aily. democrati Press 
ting Co. Actual av. for av. for 1902, 24.959 (770). 


Columbus, Sales Agent, ‘Agent, monthly. E. L. Moon, 
gn Average fo: r 1902, 4,958 (771). 
yton, News, dy. News Pub. Co. Average 

ton 1902, 16,520 (778). Octob October, 1903, 16,809. 


Laneaster, Fairfield Co. R Co, , yJoar In Aug:- 
ust, ’02, no issue less than | 1,680 for 2 years (785). 


Springfield, Farm ai and Fireside, agricultural, 
semi-monthly, see 1877. Actual pg for 1902, 
811,220 ( Actual average for first six 
months, 1903, $40,875. 


Springfield, Woman’s Home Companion, 
household monthly, est. 1873. Actual av. for 1902, 
862,666 (800). "ae average for jirst siz 
months, 1903, 885,16 


Toledo, Medical and Surgical Reporter, mo. 
Actual average 1902, 1 ©, 917 (802). 

Toronto, Tribune, weekly. Frank Stokes, ‘eal 
lisher. In 1902, no issue less than 1,250 (802, 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy Actual ave 
1902, 22,178 (813). Year end. June 30, 03, 24,19 
Guthrie. Oklahoma State Capital, dy. an Any 
Average for 1902, dy. 18.806, wy. 21, 2V2 (813). 
Year ending July 1, °03, dy. 19,868; wy. 28,119. 
OREGON. 


Astoria, Lannetar. ©, C.C.Rosenberg. Finnish, 
weekly. Average 1992, 1,898 (820). 


Pertland, Evening Telegram, 
Sworn cir.’03 (8 mos.), 17,828. In 02, 


Portland, Pacific Miner, semi-mo. Av. py 
ending Sept., 1902, 8,898; first 8 mos. 1903, 4,912. 


PENNSYLVANIA. 


Alles: neny'e! Amestoen Tourist, mo. Av. year 
end hee. 1 (878). This paper was former- 
ly published in Ssltsburg,and is now continued un- 

r the name of The American Home Companion. 


Connellsville, Courier, weekly. Actual av. for 
1902, 8,165 (838). The “ Courier” has a daily issue 
since Nov. 1902 ; statemet teme't upon application. 


Erte, Times, daily. Average for pone, 10,645 
(843). E. Katz, Special Agent Agent, New Yor 


Baritus +e Tel h, 4, No issue for your 
5 847). Sworn av. 
a July, ‘03, 9, 229. Average Sept., 03,10, $1. 


Philadelphia, American Medicine. 
for 1902, 19,827 (865). Av. March, 1902,1 


Patndcipha. Camera, monthly. 
Chambers. Average for 1002, 6,7 





ay. (ex. Sun). 
6,866 (824). 


en 


eet” 


Frank V. 
(871). 


Philadelphia, Farm Journ], monthiy. Wil- 

mer Atkinson © pmpany. — shers verage 

for 1902, 528,127 ( Printers’ Ink awarded 

the seventh Sugar Bowl to ae Journal with thia 
inscri; 


- soarded June 25th, 1902, by 

“ Printers’ Ink, ‘The Little 

“ Schoolmaster’ in the Art of 

“ Advertising. to the Farm 

“ Journal After a canvassing 

er ye “of ~— extending over a 

7) a@ year, among all 

. Bian published in oe Emited Sta tes, has bern 
- Ax, hat best serves it~ pu 


rpose 
maa ‘or the agricultu- 
“ral aoe, ond as an effective and economt- 
¥ 4 communtcating with them, 

2 ) a, its a vertising cole columns.” 
Philadelphia, Grocery W World, wy. Grocery 
Pub. Co. Av. for 192, 9,408 (867). Average first 

| six months 1903, 2.780. 


Philadelphia, Public Led eg daily. Adolph 
8. Ochs, oattieher. @9 
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wy eee: Reformed Church Messen 
Arch st, Average f for 1902, 8,574 ( 


amen ka Peter | School Times, nr 2 


Average for 1902, 101 & (869). Average to July 
1, 1903, 108,057. Religious Press Asso., Phila. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of Tz BULLETIN for each day in the 
month of Octover, 1903 : 


3) 











Total for 27 


days, 4,026,174 copies. 
NET AVERAGE FOR OCTOBER 


149,117 copies per day|: 


The Bulletin’s figures are net; all damaged, un- 

sold and returned co; wy pase been omitted. 

m. L. McLean, Publisher. 
Philadelphia, Nov. 4, 1993. 
The folder statement of the Philadelphia But- 

LETIN a me Se shows that this daily had an 

ave 42,492 copies each issue during that 

mont This is net circulation, as by the Bur- 

LETIN’S policy ail damaged and returned copies 

are dedu pawn This pod a quiet _ normal 

increase as has characterized the BULLET- 

Ins statements Sfor several years. The difference 

between the separate statements from month to 

+ has not been great, but that the increase 

Ee ar is shown in the fact that the paper’s 

9 oe has te ey peasty 100,000 copies since 

NTERS’ INK Of October 


‘orial from PRI 
Pitt«burg, Chronicle-Telegraph. Aver., 1902, 
67,842 (87 ). Sworn statement un application: 
Pitteburg, Gazette, d’y and Sun. Aver. d’y 
1902, 60,22 (876). Sworn stat statem’t on application. 


Pittaburg, Times, daily. daily, Wm. H. Seif, pres. 
Average for 1902, 59,571 (876). Average first six 
months 1903. 64,871. 


Scranton, Times, every evenin 
Lynett. Average for r 1902, 19,917 ¢ 


Warren, Forenings 1gs_Vannen, <2 mo. 
Av. 1902, 1,541 (889). Circulates Pa., N. Y.and O. 


Washington, Reporter, daily. John L. Stew 
art, gen. mgr. Average for 1902, 5,857 (889). 


_, Weat Chenten, Local News. daily. W. H. 
verage for 1902, 15,086 (890). 


York. Dispatch, eoiy. a wy Publishing 
Co. Average for 1902, ). Average for 
October, 1903, 8,166. 


RHODE ISLAND. 


_ wee, J. 








Providence, Daily Journal. 15,975 (@©) (896), 
Sunday 18,281 (@©). Evening Bulletin 87. 
581, average 1902. idence Journal Co. pubs. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly. G.P. 
Browne. Aver. no issue less than 1,700 (899). 








Columbia, State, daily. State Co., publishers, 
Average for 1902. 5.%7T (901) Daily arerage for 
the first six months of 1903, 6,661 copies 


SOUTH DAKOTA. 
Sioux Falls, s Leader. Tomlinson ars tr 
publishers. Actua daily average for 12, i.,! 1 
915). Sworn average for August, 1903, 9,42%. 


TENNESSEE. 
Chattanooga, Southern Fruit Growcr, m 
Actual average 1902, 11,204 (920). Rate, » ents 
per line. Average for September, 1903, 15, lie, 


Gallatin, Semi-weckly News. In 19°2 noicens 
less than 1,850 (923). First 6 mos. 15, 1,425, 


Knoxville, Sentinel, daily. Average 1902, 
7, TOL (925). Average October, 1903, 10,716. 


Memphis, Commercial auvgonl. 4s daily. Sunday 
and weekly. Average, 1902. daily 27.506, Sun 
day 84,910, weekly 74,818 (927). First 9 mos. 
1903, dy. 28,445, Sy. 87,218, wy. 76,928. 


Nashville, Banner, daily. Av. for year ending 
Feb., 1908, 16,078 (929) Av. for June, /903, 19,. 
556. Only Nashville d yeligi to Roll ‘of Honor. 

Nashville, Christian Advocate, w *y. Bigham 
& Smith. Average for 1962, 14,241 (929). 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, pubiisber. Average for 1902, 1,000 (944), 
Penton. Denton Co. Record and Chronicle, 
w’y. .C. Edwards. Av. for 1902, 2,744 (9465). 


El bs — , daily. Average for 192, 
8.245 (946). J. {Suerte Direct Representative, 

















the America cer Directory the circu- 
lations of mes two oe papers of El Paso, Texas, 
re rate No loubts the accuracy of the 
HERALD matin t has recently been made ap- 
rent that the times” rating is fraudulent.— 
PRINTERS’ “INK, July 22, 1903. 
La Porte, Chronicle, weekly. G. E. Tee 
publisher. Average for 1902, 1, 229 (964 
Paria, Advocate, dy. N. Furey, a 1902 
no issue less than 1,150 (oat: ‘May, 1903, 1,257. 


UTAH. 
Ogden, Standard. Wm. Glassman 
for 1902, daily 4,028, semi-weekly 8,0 


VERMONT. 
re, Times, daily. F. B. Langley. Aver. 1902, 
2, Bea "974). First six months 1908 2,588. 


VIRGINIA. 
Norfolk, Dispatch, — sani. average for 
1902, 5,098 (985). Aug., 


WASHINGTON. 
okane, Saturday 8 tor, waskiy. Frank 
Bo Average for 1902, 5,886 (999 


Tacoma. Daily News, dy. Av. 02. sieeneiii 
Av. 9 mos. 1903, 14,014. Saturday issue, 17,222. 


Taeoma, Led Dy. av. 190%, 10,986; sy. 
Dor at ES zai4 (1001), Av. 7 mos. 1903 ¢ 


wy., 8.500, 
ceate: Putte rep. 


Av. 
1 vow) 





ek -2, Bhao.? N.Y. Chicago. 
WEST VIRGINIA. 


Kingwood, Preston Co. Journal, wy. 8. 
Whetsell. Av. for 1902 1,507, ‘st 9 mos. ’03 1, Tis. 


Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 2,804 (1009). 

Wheeling, News. d’ dy and | sy: News Pub, Co. 

Av>rage for 102, a’y 6,026, 8% 8 7 8,806 (1011). 

ae 

Madison, Ameri 44 Amerika Pub- 
lishing Co. Average for 1902, 496 (1026). 

Milwaukee, Badger, monthly. Rodger Pub. 
Co. Aver. for year Siding Mare Ss, RV (1082); 
since 0,000. Rate, 30c. a line. 











Ts, 
for 


= Se a 
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Mil kee, Evening Wisconsin, dai 
Wisconsin Co. Av. for 1902, 20,748 Oo) doa. 


Milwaukee, Journal, daily. Journal Co. Fan b 
Av. end. Feb., 1903, 29,425 (1029). Oct., 84,204. 


Oshkosh, Northwestern, daily. Av. for 1902, 
5,902 (1036). First 4mos 1903, 6,270. 
Raeine, Journal, dai'y. Journal Printing Co. 
Average six months to July 1, 1903, 8,706. 
Racine, Wisconsin Agriculturist, weekly. 
Average lor 1902, 27,515 (1039). For year ended 
October 3/, 1903, 81, é9. 


w . Post, kly. Post Publishing C 
Average for 1902, 2 388 (loss (044). : 
BRITISH COLUMBIA. 


Vancouver, Province, daily. C. Nichol, 
publisher. Average for 1902 5, ost (105i). 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


MANITOBA, CAN. 
week! 


wi Der , German 
AA... ‘for 1902, PET ‘at 9 mos., 1903, 9,1 








Winnil 
erage ae tae daily lyake sat. we Si. weekly 16.9 se OL. era 
(1054). Daily average September, 


NOVA SCOTIA, CAN. 
Halifax, Herald and Bresing Mail. Average 
for 1902, 8,57 1 (1060); Aug.- . 1903, 10,546. 
ONTARIO, CAN. 
Toronte, Canadian bagiomens and Vebicle 
Trade, monthly Average for 1902, 5,250 (1087). 
Toronto, Star, daily. Average for 1902, 14,- 
161 (1084), Six mos. to October 1, 1903, 21,880. 
QUEBEC, CAN. 
Montreal, La Presse. Tretie Berejionme, wre 
— wctual average ony vs 'e 
Average to Sept. ist, 1903, Teor O ). 
Montreal, Les Debats,wy. Ed. Charlier, pub. 
publi un- 


Av. 1902,6,577. This paper is now 
der the name of Le Combat Jc Journal eee 


Montreal, Star, d Co. AY. 
for 02, dy, 5 bS.075, wy. oat. ssa). Siz mos. 
end. May 3/, '03, dy. av. 55,147, wy. 122,157. 


ga No Amount of Money 





a can buy a place in this 





Ma list for a paper 





WF not having the 








9 requisite qualification. 
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3° Special ( 
The special offer in the thitteent 


W K 1. Anyone sending 7hreeDjllars 
for a whole year if the amount is se 
December 31, 1903. This offers fo 
young men and women as subseribers 
constitutes the best and most practical advertising school 








2. Anyone sending a check for Twenty Dollars betw 
and December 31, 1903, can have a paid-up subscription to | 
ers’ Ink for the term of ten years. Or, he may send PrintE 
Ink for one year to ten different parties. This offer is for 
the purpose to assist wholesalers, publishers and mail 
order dealers to get PrinTERS’ INk cheaply into the 
hands of prospective advertisers or clerks, who, 
if they studied Printers’ Ink, would become ‘ 


more useful assistants in the course of time. 


Q000 TLL DEG. 31, 

D 3I, 

LONGER. nes 
Bee 









] 


\) 

















veeDijlars can have Printers’ INK 
Ount is sent between Now and 
offers for the purpose to enlist 
subscribers to a paper which 

g school in this country. 


llarsbetween Vow 
ption to Print- 

d Printers’ 

ffer is for 
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A JOURNAL wea Race hope 


t@ Issued every W Ten cents a 
= = ae ge price, & ve dollars a year, in 
hundred. No back 


ers’ Inx for the e benefit of advg. 
eee. obtain special confident al terms. 


any person =" has not paid for it is re- 
sce Ee ink it is because some one has 
bed in his bonny Every - jn stopped 
the expiration of the time paid fo: 
Cuarves J. ZINnGG, 
Business Manager and Managing Editor. 





OFFICES: NO. ro SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,E.C. 


NEW YORK, NOV. 25, 1903. 
ADVERTISING HELP. 


I. 

A good deal of the talk about 
advertising is misleading. There 
is a tendency to make it complex, 
deep, profound and altogether mys- 
terious. Robbed of its surplusage, 
it is telling the business news of 
the house putting it out. 

ok * 














a 


It stands to reason that the news 
of different firms must vary. The 
mews events of the world take 
color and character from. the 
scenes and incidents described. The 
newspaper man gets his inspiration 
from the subject in hand and 
writes accordingly. The adver- 
tising that is written in this man- 
ner is sure to be good. 

* 


Too much attention is given to 
words. It is only the exceptional 
man who can clothe his thoughts 
in beautiful language. This facul- 
ty is certainly a desirable one, but 
while the excellence is denied the 
majority, it does not follow that 
the same restriction surrounds 
good business writing. It is only 
the schoolish, bookish and long 
range advertising men who mag- 
nify the importance of words. It 
does not follow that an advertiser 
cannot make use of outside help 
to advantage. He can, providing 
the help is intelligent, knows busi- 
ness and is willing to learn the 
particular subject in hand. It can 
truthfully be stated that there are 
perhaps more business men who 
can write their own advertisements 
well, if they will devote to the 


work the necessary time, than 
there are professional adwriters 
that have the same ability. The 
adinan can do the best work if he 
is of the right kind. He must 
know how to know, and know 
how to express what he knows. 
He must write in harmony with 
the business; no machine-made 
work. He must paint a picture of 
the store and its goods that will 
be recognized. Af.er he has gone 
over the proposition in hand, he 
will know by ins.nct which feat- 
ures to make prominent, which one 
will “pull.” His knowledge of 
business already accomplished will 
be brought to bear upon the matter 
in hand. That is where he will 
have a decided advantage over the 
proprietor. He will see things 
more clearly and not have to con- 
tend with the handicap of being so 
close to the business that he can- 
not properly estimate it from the 
public viewpoint. 
* * * 


Get a good adman. Don’t let a 
novice experiment with one of the 
most important features of your 
business. Rather do the work 
yourself. When you have found 
such a man stick to him. Don’t 
expect him to double your business 
in a week. Some of the most 
profitable forms of advertising re- 
quire time. Seed time and harvest 
is true of advertising. 


THE best advertising man on 
earth knows men, women and 
children best. 


THE venerable Daniel M. Lord, 
head of the great Chicago Advertising 
Agency of Lord & Thomas, will retire 
from active business in February next, 
having acquired what he considers a 
torrets and that means—a whole 
ot. 





ALBANY has not gone Democratic 
since 1898, and the Evening Jour- 
nal, which is the only Republican 
daily in that city, advances this as 
an argument for its value as an ad- 
vertising medium. The Journal 
and the Evening Times-Union, in- 
dependent in politics, are represent- 
ed in the Roll of Honor, and are 
the only dailies in Albany entitled 
to a place therein. 
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Tue Evening Jens, Wheel- 
ing, W. Va., will be a year old in 
December, and issues a booklet 
containing favorable opinions as to 
its value from local advertisers. 
The publishers assert that the 
Telegraph’s daily average for the 
first six months of its existence 
was 7,422. This iis net circulaticn. 


“PEOPLE often sneer at the local 
country weekly,” says a booklet 
from the Atlantic Coast Lists, New 
York. “Those people have a lot 
to learn about advertising that 
pays. Country weeklies have a 
value greatly beyond the concep- 
tion of anyone who has not given 
to the matter careful considera- 
tion.” 





On Wednesday evening, Decem- 
ber 9, 1903, the Sphinx Club will 
entertain their ladies at the Wal- 
dorf-Astoria. Mr. F. James Gib- 
son, the secretary, says the com- 
mittee in charge of the affair is 
going to make this occasion the 
most delightful and most memor- 
able Ladies’ Night the club ever 
had in its history. And Mr. Gib- 
son knows. 


Tue Youth’s Compunion is now 
seventy-seven years old, dating 
from 1827. A recent booklet from 
the publishers asserts a weekly cir- 
culation of 554,332, of which 15,610 
copies go to news companies and 
foreign countries and 538,722 to 
subscribers. It is also asserted 
that ninety-seven per cent of each 
issue is sold before printing. An 
interesting comparative map shows 
the circulation by States, together 
with the number of copies sent to 
each State twenty-five years ago. 


Five weeks more—the 
special offer — PRINTERS’ 
Inx at three dollars cash 
for a whole year. Sub- 
scribe before the time 
slips by. 


Part of the work of managing 
a magazine is that of straightening 
out advertising tangles. To the 
publisher of every monthly print- 
ing any considerable quantity of 
advertising comes each week 
wrong copy, wrong cuts, wrong 
instructions. If passed and print- 
ed unquestioned they would either 
spoil the advertiser’s plans or 
cause him actual loss. The adver- 
tising manager of a large monthly 
says that more than sixty per cent 
of these blunders are made by the 
advertising agencies, with the ratio 
of errors in direct proportion to 
the amount of business done by 
the agency. The greater the agent 
the more blunders. 


A RECENT decision in a guessing 
contest case will have interest for 
publishers and advertisers who fa- 
vor this form of publicity. The 
publisher of the United States To- 
bacco Journal, a New York weekly 
trade periodical, was arrested on 
the charge of violating the lottery 
law. He advertised prizes amount- 
ing to $150,000 to be distributed 
among those who could come near- 
est to predicting how many cigars 
the United States revenue depart- 
ment would collect duty on during 
a certain period. The case was 
dismissed, the court holding that 
the prizes would go to those who 
exercised the most judgment and 
knowledge of the cigar trade, and 
that it was therefore not a lottery. 





A PRACTICAL test for atone 
is to look upon it as a means 
convenience for the public. Before 
the copy is written or after ask 
yourself such questions as: “Will 
this ad tell people something new 
about old goods? Will it tell them 
about goods they have never heard 
of before? Will it aid them in 
economy or teach them something 
about quality? Will it, briefly, be 
of value as information to those 
who have homes to. furnish, lard- 
ers to supply or dress to consid- 
er?” Unless advertising conforms 
to such principles and saves read- 
ers time, money or worry, it is not 
as effective as it should be. To 
make publicity a convenience to 
readers is to make it vital and give 
it real advertising value. 
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FRANKLIN SMITH, of the Roch- 
ester Post-Express editorial staff, 
died in that city November 6. He 
was formerly editor of the Cosmo- 
politan, had a connection with the 
New York Post, and was well 
known as a general writer. 


Mr. C. H. Wacker, of the Wan- 
ganni Herald Newspaper Co., Ltd., 
Taupo, Quay, Wanganni, New Zea- 
land, writes in remitting the sub- 
scription price to PRINTERS’ INK 
for another year: “The publication 
is an excellent one and should be 
studied by every progressive man 
in business.” 


Tue George Ethridge Company, 
of 33 Union Square, New York, 
advertising specialists, has opened 
a Pittsburg office in the Lewis 
Building. The new office is in 
charge of Charles B. Marshall, a 
former New York advertising man 
of wide experience. J. G. Kitchell, 
president of the company, is mak- 
ing an extended business tour 
through the ‘Vest, with head- 
quarters at Chicago. Henry S. 
Potter, an artist who has been on 
the New York Journal for the past 
seven years, is a recent addition to 
the art department of the com- 
pany’s New York office. 


Homer Davenport, for eleven 
years the leading cartoonist on the 
Hearst newspapers, has resigned 
from the New York American and 
Journal to go on a two years’ lec- 
ture tour throughout the United 
States and England. Mr. Daven- 
port will illustrate his lectures with 
caricatures of the characters of 
national prominence with whom 
l.e has come in contact. Homer 
Davenport is thought to have been 
the highest paid cart-onist in the 
profession, and is credited with 
having drawn a salary of $15,000 
a year. He was born on an Oregon 
farm about thirty-six years ago 
and received his first employment 
on the San Francisco Examiner in 
1892. After being employed for a 
time on the San Francisco Chron- 
icle he enlisted his services with 
W. R. Hearst when the latter ac- 
auired the New York Journal. He 
has been drawing for the Hearst 
newspapers ever since.—Editor & 
Publisher. 
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Correspondence is one form of 
advertising that is neglected a great 
deal by some business houses. 
Many a good customer is lost by 
a careless letter. Brevity is called 
the soul of wit, but in this strenu- 
ous life and in the rush of busi- 
ness we are apt to curtail our let- 
ter writing so much as to cause 
us the loss of many friends and 
much good business. 

A letter cannot possibly be as 
strong and convincing as a per- 
sonal interview; all the more rea- 
son why it should be written in 
language of no uncertain or doubt- 
ful meaning. 

The follow-up system is a delu- 
sion and a snare unless it is 
handled by an intelligent person. 
The average stenographer, having 
been with the house but a short 
time, is not sufficiently acquainted 
with the business policy of the firm, 
or the peculiarities of the custom- 
ers, to handle such work, except 
under the personal supervision of 
some one thoroughly familiar with 
every detail_—Pacific Coast Adver- 
tising. 





Joun M. Bruce, whose excellent 
work as advertising manager for 
the Judson A. Goodrich Co., New 
York, was treated in PRINTERS’ 
INK February 18, 1903, has taken 
charge of the advertising of the 
Engineering and Mining Journal, 
New York. The Goodrich Co. 
marketed a line of steam fittings 
a year ago, and by clever literature 
associating them with a trademark 
Mr. Bruce speedily built up a pro- 
fitable trade. In the Engineering 
and Mining Journal he has, of 
course, an excellent proposition. 
This weekly bears the gold marks, 
and in its career of nearly forty 
years has become one of the fore- 
most journals in the world devoted 
to its subjects. It is said that prac- 
tically every pound of ore bought 
and sold on the American conti- 
nent is paid for on the paper’s mar- 
ket reports. Its export editions on 
the first of each month go all over 
the world, and it is reinforced in 
the West by the Pacific Coast 
Miner, published in San Francisco 
under a close working arrangement 
with the Engineering and Mining 
Journal. 











Poor advertising usually pays in 
experience. 


THe business management of 
the Detroit Free Press has passed 
to Edward A. Meiser, formerly 
advertising manager, while the 
paper’s advertising interests will 
be looked after by J. E. Van 
Doren, well known in New York 
as a special agent. Harry W. Quin- 
by, who has been business manager 
of the Free Press several years, 
sells his stock in the paper and 
will make his home in New York 
City. 

AccorDING to the report of Clar- 
ence Ousley, of the Fort Worth 
Record, before the Texas Press 
Association, the newspapers of the 
Lone Star State are worth about 
$4,725,000. He had asked the 
newspapers of Texas to give him 
an estimate of the value of their 
plants, exclusive of job plants. He 
stated that he estimated the value 
of the 500 weeklies at $1,800,000 ; 
the eighteen large dailies at $2,- 
275,000; and the class publications 
at $150,000. 








Britt BrotHers celebrated their 
sixteenth anniversary during the 
week of November 9-14, running 
special matter in New York dailies 
and holding birthday sales of men’s 
fittings. The first store bearing 
the name was opened at 45 Cort- 
landt street on November 12, 1887. 
The firm now has four establish- 
ments as the outgrowth of this 
small beginning : 47 Cortlandt street, 
279 Broadway, 211-219 Sixth ave- 
nue, and Third avenue, corner 
125th street. This gives facilities 
for taking care of results second 
to no other chain of retail stores 
in the metropolis, and Brill Broth- 
ers’ advertising is therefore spread 
over a wide territory, being par- 
ticularly conspicuous in the north- 
ern suburbs—Yonkers, Mount Ver- 
non and Westchester County gen- 
erally. J. A. Brainerd is adver- 
tising manager, and stress is laid 
upon the distinctively American 
spirit of the stores. In the past 
few months the catch phrase, “Get 
the Habit,” has been popularizea 
in New York, and has attracted 
attention and charges of plagiarism 
in the “provinces,” 
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A MAILING card from the Free 
Press, Milwaukee, states that that 
daily alone in Wisconsin represents 
the political principles of Governor 
La Follette. This has brought it 
a popularity that has increased its 
circulation to a daily average of 
25,000, the publisher asserts. The 
Ig02 rating of the Free Press in 
the American Newspaper Direc- 
tory is 12,433, so that few daily 
papers could get so much real 
value from an up-to-date statement 
in the Roll of Honor. 





THE Woman’s Home Com- 
panion, Springfield, Ohio, shows 
gains in circulation as material as 
those of any other women’s maga- 
zine. In a recent folder the pub- 
lishers assert that this monthly en- 
ters nearly 400,000 homes each is- 
sue, while examination of the mail- 
ing lists reveals the fact that about 
ninety per cent of more than 350,- 
ooo subscribers are the head of the 
household, and therefore the mem- 
bers of the family who influence 
its buying. 


THE following “personal” ad ap- 

peared in several New York dailies 
recently : 
_ $5,000 will be paid for right ear, 2% 
inches long, 114 inches wide, with per- 
feet curves and full lobe. The ear may 
be from either male or female, and must 
be from a person in perfect health. Of- 
fers by mail considered. 

The advertiser, Dr. Andrew 
Linn Nelden, 13 East 20th street, 
makes a practice of repairing ears 
by grafting on pieces. It is a com- 
mon enough thing for people who 
have lost portions of an ear to 
have it repaired with pieces to 
match from other persons, but this 
is the first time that the physician 
has had a call for a whole ear. His 
patient is a wealthy Westerner. In 
response to the ad some hundreds 
of people called and many wrote, 
offering their ears. Several -vere 
women. The organ needed for re- 
pair purposes had to be of an un- 
usual shape, however, and only 
two were found that seemed satis- 
factory. The owners of these then 
formed a “trust” and demanded 
$8,000, but at last accounts the 
doctor’s ad was in a fair way to 
bring the result for which it was 
intended. 
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An ad in the Aylmer (Ont.) 
Express says: “There is no reason 
why anyone should go to St. 
Thomas or elsewhere for inferior 
photos while Charlton, the artistic 
photographer, is in business.” A 
student of the Little Schoolmaster 
considers this a companion to the 
famous “Don’t go across the street 
to be cheated—come in here.’ 





THE Evening ~ News, Toronto, 
Ont., is said to be progressing rap- 
idly under its new publisher and 
editor, J. S. Willison. The paper 
is now installed in a new three- 
story building of its own, and has 
the largest press in Canada—a 
three-deck Hoe sextuple, double 
width, with a capacity of 48,000 
papers an hour or a forty-eight 
page paper if need be. It is said 
that no editor in Canada has so 
wide a hold on public interest as 
Mr. Willison. Under his direction 
the News has tabooed all question- 
able advertising, and everything is 
being done to make the sheet a 
good newspaper and a good adver- 
tising medium. 





THE Ohio Farmer is nearly a 
third of a century old, and to show 
the character of its advertising 
clientele the publishers issue a 
booklet containing the names of 
firms now using the paper, with 
the number of years each has 
found it a desirable medium. 
Among those that have been in 
its columns thirty years or more 
are Silver Mfg. Co., feed cutters, 
Salem, Ohio; P. K. Dederick & 
Sons, hay tools, Albany, N. Y.; 
D. M. Ferry & Co., seeds, Detroit; 
F. Ford & Son, seeds, Ravenna, 
O.; J. J. Gregory & Son, seeds, 
Marblehead, Mass.; T. S. Hub- 
bard, seeds, Fredonia, N. pe 
Storrs, Harrison & Co., seeds, 
Painesville, O.; Jas. Vick & Son, 
nurserymen, Rochester, N. Y.; 
Deming Co., spray pumps, Salem, 
O.; Burlington Railroad, Chicago. 
Besides these there is a long list 
of business houses that have «sed 
the paper twenty-five years. The 
publication office of the Ohio Far- 
mer is in Cleveland. with a branch 
office in Detroit. W. C. Richard- 
son, New York, is the Eastern rep- 
resentative, 
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Mr. THeEo. S. WINANS, a well 
known advertising man who was 
formerly at the head of the Winans 
Advertising Co., of New York, has 
recently accepted through Hap- 
goods, of 309 Broadway, New 
York, a very excellent position with 
the Whitehead & Hoag Co., of 
Newark. 





AN interesting improvement in 
envelopes is called the “Outlook 
envelope.” It has an oblong “win- 
cut in the paper where the 
address is usually written, and this 
is fitted with a piece of tough 
transparent film. The address is 
not written on the envelope, but 
upon its contents, in such a man- 
ner that when they are slipped in- 
side the superscription is visible 
through the window. This novelty 
is made by the United States En- 
velope Co., Springfield, Mass., and 
besides being an oddity for adver- 
tising purposes is said to prevent 
mistakes that arise in a large mail 
through wrong enclosures. 


THE only city outside of New 
York that is located on the three 
great railway systems of the East— 
the Pennsylvania, Reading and 
New York Central—is Williams- 
port, Pa. This fact, with many 
others, is used in a booklet issued 
by the Williamsport Sun, which 
is the only daily paper in that 
city entitled to representation in 
the Roll of Honor. Williams- 
port’s Board of Trade has a 
guarantee fund of $215,000 for 
new industries, and it is the fourth 
healthiest city in the United States, 
according to government reports 
Its manufactures include wood 
working machinery, furniture, wire 
rope, nails, band instruments, boil 
ers, stacks, tank.,- engines, stee: 
products, radiators, fire, Luilding 
and paving brick, trusses, umbrel- 
las, sewing machines, bicycles, beer. 
cigars, silk, braids, flour, gas and 
gasolene engines, suspenders, 
wooden conduit pipe, woolen 
goods, fire escapes, heaters, valves, 


pumps, paints, carriages, wagons, 
cement, boxes, matches, leather, 
belting, flint and emery paper. 


clothing, saws, lumber, rubber and 
leather boots and shoes, doors, sash 
and moulding. 
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Tue Daily Times, Davenport, 
Iowa, is the only daily in that city 
represented in the Roll of Honor, 
and the only one entitled to a place. 
In placing a contract for Scott’s 
Emulsion recently the advertising 
manager of Scott & Bowne said: 
“For some time we have had your 
paper in mind and thought very 
favorably of it, but are spending 
as much in your section of the 
State as the population justifies. 
Despite this we have anticipated 
the future sufficiently to place our 
business with you immediately. It 
is only fair to say that we were in- 
fluenced to a great extent in this 
matter by your willingness to al- 
low a full examination of your 
records by the Association of Am- 
erican Advertisers. Your attitude 
in this matter of an examination 
has had quite as much to do with 
the placing of our contract as the 
report itself.” 





On October 1 the Montreal 
Star's advertising returns for six 
months showed an increase of 26 
per cent over the same period of 
1902, which was the best half-year 
out of thirty-four years. The pub- 
lishers took occasion to talk on 
circulation as well, calling atten- 
tion to the Star’s admirable open- 
ness. Not only are results in the 
mass made public, but the geo- 
graphical distribution of the paper 
is accurately shown. “No paper 
in New York, Chicago, Philadel- 
phia or Boston covers more than 
one-half the percentage of the 
English-reading public in its own 
field that is covered bv the Star in 
Montreal,” says an editorial. “The 
Star is taken and read in 98 per 
cent of the residences of the city 
of Montreal where English news- 
papers are read. The next highest 
paper is received in only 23 per 
cent of the houses, and of this 23 
per cent the Star is also taken in 
ninety-eight one-hundredths there- 
of; that is to say, there are only 
two per cent of the English-read- 
ing residences of the city where 
the Star is not taken, and this two 
per cent is divided between three 
papers. There is consequently 77 
per cent of the English-reading 
residences where the Star is the 
only paper taken.” 
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Tue third Kansas Midwinter 
Exposition to be held at Topeka, 
that State, from January 25 to Feb- 
ruary 6. Fully 50,000 people at- 
tended this exposition last winter. 
It is devoted almost wholly to man- 
ufactured products, and exhibitors 
consider it first-class advertising. 





Tue Nashville (Tenn.) Daily 
News has submitted to the A. A. 
examination, and _ that asso- 
ciation issues a certificate crediting 
the paper with a daily average of 
19,053 for the first six months of 
the present year. The News was 
established two years ago, but has 
never made an acceptable state- 
ment to the American Newspaper 
Directory. The one daily paper in 
Nashville represented in the Roll 
of Honor is the Banner. It is 
the only daily eligible. 





WALTER E. Gray, proprietor of 
Gray’s Photographic Studio, Mem- 
phis, Tenn., sends particulars of 
his third annual reception and ex- 
hibition, which serves the purpose 
of a dignified advertisement. In- 
vitations were first sent out to the 
representative people of the city. 
The printing of this announcement 
was sumptuous, parchment being 
used, with an initial illumined by 
hand. The form ran: 

Mr. Walter E. Gray presents his 
compiiments and begs to be honored by 
a visit of yourself and friends to his 
third annual art exhibit. at the studio, 
Popular and Manassas streets, October 
29, 30 and 31, from 10 o’clock a. m. to 
10 o’clock p. m. The exhibit w'!ll em- 
brace those elusive effects in photography 
wnapproachable in artistic elegance, the 
result of a certain attractive and dis- 
tinctive personality which Mr. Gray im- 
parts to his work. 

The studio was decorated with 
banked flowers. There was an or- 
chestra, and the large operating 
room was used to serve a dainty 
lunch. The studio is a one-story 
building of singular beauty, after 
a Greek design. Its walls were 
lined with many styles of portrait 
and other work, and the exhibition 
brought out hundreds of people 
whose patronage is worth having. 
This method of advertising seems 
peculiarly appropriate for a photo- 
grapher, especially one catering to 
the wealthy clientele of his com- 
munity. 
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Tue Clothing Gazette, 
by the Jos. W. Gibson , New 
York, in connection with the 
Btedtcken was combined with 
the latter journal some time ago. 
This gives the Haberdasher an in- 
creased circulation. Mr. Gibson 
asserts that the average monthly 
issue of the Haberdasher at pres- 
ent is 7,000 copies, whereas the 
last statement to ‘the American 
Newspaper Directory gives a figure 
rating of 4,458 for 1902. When 
the December issue is ascertained 
Mr. Gibson will prepare a state- 
ment for 1903 and publish the re- 
sult in the Roll of Honor. By way 
of showing the journal's standing 
in its trade a booklet entitled “A 
Number of Pleasing Letters” is 
being sent out, giving, opinions 
from retail haberdashers, to whom 
it caters. 


ublished 


Tue Scientific American for No- 
vember 14 was a special issue de- 
voted to printing and publishing, 
dealing with the mechanical sides 
of these industries. Some of the 
machinery and methods described 
will probably be new even to men 
who know these subjects intimate- 
ly. There was an interview with 
Theodore De Vinne, an article on 
the economic side of modern print- 
ing, statistics and descriptions of 
paper-making, electrotyping, ste- 
reotyping, descriptions of the “Au- 
toplate,” a machine for making 
newspaper plates, articles on lino- 
type and machine composition, 
modern book, magazine, news- 
paper and job presses, lithography, 
ink and rollers, engraving, news- 
paper syndicates, binding, stitching 
and so forth. A new machine of 
special interest to advertisers is the 
Dupligraph, invented by a young 
Canadian now in the employ of 
the Addressograph Co., London. 
This is a device for printing fac- 
simile typewritten letters which in- 
serts names, addresses and signa- 
tures from a long roll like a mail- 
ing list, so that the finished product 
is a pile of letters ready for mail- 
ing, each addressed to a different 
person. The Dupligraph is de- 
signed for business houses rather 
than printing offices, and will also 
print lists, daily market letters and 
other literature needed in a hurry. 
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A New York special representa- 
tive who would be as likely to know 
as anybody says that the only pub- 
lication generally read by publish- 
ers and advertisers outside of 
Printers’ INK is Newspaperdom, 
and that of the several journals 
devoted more particularly to edi- 
tors and publishers it is the only 
one with an influential circulation. 
Rowell’s Directory shows that it 
is the only one with courage 
enough to reveal its actual circula- 
tion. A _ recent special issue of 
Newspaperdom devoted to “Lead- 
ing Dailies” attracted considerable 
attention by the information given 
concerning the foremost news- 
papers of the entire United States. 

THE advertising of Hunyadi 
Janos in the United States is di- 
rected to teaching readers to ask 
for the water by both names, as 
imitations known as “Hunyadi 
water” are said to be in the market. 
Perhaps this end might be accom- 
plished better if the public were 
told something about the old war- 
rior for whom the water is named, 
and whose popular fame is now 
somewhat like that of George W. 
Childs. “Janos,” the name the ad- 
vertising enforces, means “John.” 
Hunyadi Janos, or John Corvinus 
Hunyady, was born toward the end 
of the fourteenth century, a legend 
being that he was the son of the 
Emperor Sigismund, of Germany, 
and a Hungarian noblewoman. 
Hunyady was madc governor of 
Hungary and from 1437 to 1456 

was engaged in fighting the Turks, 
who then threatened to overrun 
Europe. He also defended his 
country against plots and raids of 
its own aristocrats, and was one 
of the greatest war-captains of his 
age. Captured in battle by one of 
these nobles in 1444, he was freed 
because the people of Hungary 
threatened to rise if he were harm- 
ed. The greatest of his deeds was 
the storming and capture of Bel- 
grade (1456), when it was finally 
taken from the Mahometans. 
Shortly after this battle Hunyadi 
died, rather curiously considering 
his present fame, from dysentery. 
Of his two sons, one was beheaded 
and the other, Mathias, became 
ruler of Hungary. 











A coop illustration is a pictorial 
argument. 

“Wuo’s Who in America” is a 
new edition of a bibliographical 
dictionary of notable living men 
and women of the United States, 
issue 1903-1905. It is published 
by A. N. Marquis and Company, 
Chicago. The volume has a cer- 
tain value for advertisers inasmuch 
as it contains the present post of- 
fice addresses of over 14,000 per- 
sons that distinguished themselves 
enough to be included in the book. 





SAPOLIO is a third of a century 
old, and Artemas Ward has cele- 
brated the event with a new nov- 
elty—a “dummy” magazine called 
the Witchcraft of the Twentieth 
Century. This production is put 
together with great ingenuity. 
There are two hundred pages mag- 
azine size, a bright cover, ads and 
everything to make what looks to 
be a new ten-center. The contents 
are varied. O1.. or two stories re- 
printed from other magazines, ar- 
ticles on soap, hygiene and health, 
little chapters in Sapolio’s history, 
talks about advertising and trade 
_ directions for conducting 

“Spotless Town” fair, Sapolio 
hn and Sapolio oddities fill out 
the reading section, which is all 
devoted to the product. The ad- 
vertising section of the “dummy” 
magazine contains practically all 
the Sapolio ads that have appeared 
the past five years, while many 
well-known ads of other firms have 
been dished up with a Sapolio 
moral. The book represents a 
good deal of hard work, one would 
say, and is very clever and amus- 
ing. Sapolio was first introduced 
in 1869, as a new product of “E. 
Morgan’s Steam Soap and Candle 
Factory,” a rather humble estab- 
lishment at the corner of West and 
Banks streets, New York. This is 
to-day the site of the large plant 
of Enoch Morgan’s Sons’ Co. The 
firm has been on this corner since 
1809, when it was founded by 
David Williams, grandfather of the 
president of the present company. 
Sapolio was advertised upon its 
mg appearance. Some of the ads 


of 1869 are reproduced in Mr. 
Ward’s book. 
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33 
It is a great deal harder to hold 


the reader’s attention than it is 
to attract it. 





Nogopy seems to know to what 
extent foreign newspapers, trade 
journals and magazines circulate in 
America. It is certain that some 
publications have a_ respectable 
body of readers this side the At- 
lantic, however. Probably the 
greater number of such periodicals 
enter the country through the 
mails, particularly trade journals. 

he big news companies also 
handle large quantities of foreign 
publications. Some are sold regu- 
larly to newsdealers, like the Fam- 
ly Herald, London Times, Illus- 
trated London News, London Lan- 
cet, Paris Figaro, the German 
comic weeklies like Jugend, Sim- 
plicissimus and Fleigende Blatter, 
while others are procured for peo~ 
ple willing to subscribe through 
the news companies, which under- 
take to procure even the smallest 
local weekly newspaper from Eu- 
rope. The company that is said to 
handle the most of this business is 
the International News Company, 
83 Duane street, New York. Busi- 
ness considerations stand in the 
way of obtaining statistics on for- 
eign publications’ sales in the 
United States. An official of this 
concern was of the opinion that 
more German papers circulate in 
the United States than English, 
though the publications of Great 
Britain are a close second. The 
trade in French publications is 
light, while Spanish periodicals 
have hardly any representation at 
all. A list of English periodi- 
cals that are regularly handled 
in respectable quantities shows 
about 150 weeklies, almost as 
many monthly journals and six- 
teen quarterlies. These range 
from weekly newspapers to gen- 
eral magazines. A_ catalogue 
of German periodicals regularly 
handled by the company is even 
larger. These papers are taken by 
natives of the country where they 
are published, ordinarily. Some 
trade journals are taken by busi- 
ness houses. If any foreign publi- 
cations have advertising value in 
the United States, it is probably 
the trade journals. 





Back of every well-written, at- 
tractiveiy displayed advertisement ; 
back of follow-up systems; back 
of salesmanship; back of business 
management there must be the 
merit of enthusiasm if the full 
measure of success is to be at- 
tained. 

I consider Los Angeles the best 
advertised city in the whole world. 
Why? One reason is because the 
men who have the welfare of this 
section at heart are enthusiastic. 
If Los Angeles advertisers do more 
and better advertising than other 
cities it is because of this same 
spirit. And the newspaper men 
of Los Angeles have this spirit to 
a marked degree. 

So the first thought I want you 
to get is that behind any successful 
advertising campaign there must 
be this spirit of enthusiasm. It 
must start with the head of the 
firm; the office force is sure to 
catch it just like a familv does the 
measles—it goes the rounds. The 
salesmen will catch the vibrations 
even when they are on the road; 
they will receive a sort of ‘absent 
treatment.’ 

Now, nearly all advertising has 
an optimistic influence upon busi- 
ness life. Therefore if you would 
be a successful advertiser you must 
look on the bright side of things. 

Be an optimist. 

Create, build, strengthen. 

A pessimist, dyspeptic manager 
can kill the effectiveness of any 
advertising campaign. 

Josh Billings once said: “I luv 
a rooster for tew things—one is the 
krow that is in him and the other 
is the spurs that are on him to bak 
up his krow with.” 

I might say I love an advertiser 
for two things: one is the adver- 
tising which he has to place and the 
other is the enthusiastic sales or- 
ganization which he has to back up 
that advertising with. Now, en- 
thusiasm is the advertiser’s spur, 
and he should use that spur pretty 
vigorously if he expects to win 
in the race. 

The next thonght that I want 
you to get hold of is that of indi- 
viduality. 

Individuality rules the world. 

Behind every movement you will 
find some one strong individual. 
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The eyes of a business house, a city 
or a nation are attracted by a’ per- 
sonality. 

The greatest advertisement any 
business house can have is a strong, 
well-balanced man of good judg- 
ment at the helm. Such a man’s 
personality is a constant reminder 
to the public of what may be ex- 
pected in the way of business treat- 
ment. 

The subtle influence of a single 
character of this kind is what 
might be called “indirect adver- 
tising”: Indirect because it would 
be eousslide to trace in dollars 
and cents the business that comes 
to the house as a result of this 
one man’s effort and influence. — 
Pacific Coast Advertising. 


TuHE Des Moines, Ia., Wallace’s 
Farmer uses as a_ slogan the 
phrase: “The only agricultural 
paper in the State that requires 
pay in advance for subscriptions 
and stops when time is out.” The 
Wallace’s Farmer is a member of 
the Roll of Honor. 


AMERICAN manufacturers are he- 
ing annoyed by Japanese who 
pirate valuable trademarks in their 
own country. The New York 
Times advises all Americans look- 
ing to Japan for a market to re- 
gister their trademarks in the Mi- 
kado’s realm before the Japs ap- 
propriate them. Some of the most 
famous American trademarks have 
been registered in Japan by local 
manufacturers, who have also had 
a law passed against any one sell- 
ing goods under these trademarks 
except when purchased from the 
Japanese who may have acquired 
them from the rightful owners in 
America. 
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A city daily that reaches so 
many as fifty per cent of all the 
homes in: its community is right- 
fully considered a good advertising 
medium. If it enters as many as 
seventy-five per cent of the homes 


it is likely to become known to 
every advertiser in the country in 
a very short time. By the same 


reasoning a country weekly that 
reaches as many homes in its coun- 
ty must also be an effective adver- 
tising medium. If it were not an 
ably edited country newspaper it 
would not be read by so many 
people. If it is read by that many 
people it is more than likely that 
no other single medium reaches 
all of them, or half, or even a 
quarter. 
x * + 


On page 155 of the 1903 Ameri- 
can Newspaper Directory is the 
following entry under Aledo, Illi- 
nois : 


TIMES-RECORD; Thursdays; repub- 
lican; sixteen peas? i ed a ay $1.50; 
established hitham, D. N. Bin 

H. B. Garrett, aan and publishers 
on ircalation: Actual average for 
192, 3,995. 


Aledo has a population of 2,081. 
It is the county seat of Mercer 
County which has a population of 
20,945. This county is situated 
in the northwestern part of Illinois. 
The only other town of any conse- 
quence in Mercer County is Keiths- 
burg, on the Mississippi River, fif- 
teen miles away, with a population 
of 1,566.. On the basis of five per- 
sons to the family,*there are 4,000 
families in Mercer County, so the 
Times-Record reaches 100 per cent 
of them. Twenty-five miles to the 
north is Rock Island, with a popu- 
lation of 25,000 and two daily 
papers. About the same distance 
to the northwest is Muscatine, 
Iowa, with 15,000 people and two 
daily papers. Only a trifle further 
to the southeast is Galesburg, with 
25,000 people and two daily papers. 
Aledo is in the sphere of influence 
of these three cities so far as news- 
papers are concerned, but it has a 
country weekly that is not at all 
displaced by them, and one that 
circulates more copies weekly than 
any of these dailies do per issue. 
If a country weekly paper pub- 
lished in a town of 2,000 people 
can reach every family in its coun- 


35 


ty it must be a good newspaper 
and a good advertising medium. 
+ * + 


The Aledo Times-Record is by 
no means an exception among 
country weeklies. There are 
enough such mediums in every im- 
portant State to make it an object 
for advertisers to use them. They 
are indispensable to thorough cov- 
ering of the territory. “A few years 
ago some of the country weekly 
publishers awoke to the fact that 
they had a business proposition on 
their hands,” said a New York 
general agent recently. “These 
discerning publishers raised their 
space rates, abolished the practice 
of taking advertising for merc%ian- 
dise, adopted modern methods of 
circulation building, made their 
papers bright, newsy and indis- 
pensable to their communities. The 
proportion of such publishers is 
about one in twenty-five, but many 


country weeklies have metamor- 
phosed into effective advertising 
mediums. The country weekly 


proposition is altogether different 
from what it was five years ago, 
or even two years ago. It is con- 
tinually changing, owing to the 
adoption of modern methods. Not 
all country publishers are business- 
like, but an advertiser who investi- 
gates these mediums will be sur- 
prised at the changes that are being 
made. There are many country 
weeklies that cover their fields as 
thoroughly as any daily paper. 
They are managed with as much 
business acumen as some of the 
best dailies. They are just as im- 
portant to advertisers.” 


Tue Ladies’ World, New York, 
is the first five-cent woman’s mag- 
azine to advertise to any extent in 
daily papers. Heretofore this 
monthly’s news-stand sales have 
béen left to increase through natu- 
ral growth only, the chief effort 
being directed to promoting sub- 
scriptions. Now, however, a series 
of three-column ads measuring 100 
lines in depth is running in leading 
dailies, calling attention to the 
journal’s features. This campaign 
centres on the Thanksgiving and 
Christmas issues. The copy was 
prepared by the Mahin agency, 
Chicago. 
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WHO ARE ADVERTISING 
AGENTS? 





AT LEAST ONE QUALIFICATION IS ES- 
SENTIAL, 


In attempting to establish a list 
or column of Advertising Agencies 
PrinTERS’ INK is confronted by 
the evident desirability of estab- 
lishing some test of the right of an 
applicant for space to be considered 
an advertising agent in fact. 

By “recognized” agencies is 
meant recognized by some associa- 
tion, body or committee having or 
assuming power in this direction. 
The American Advertising Agents’ 
Association is one such body. The 
American Newspaper Publishers’ 
Association is another. There ex- 
ists a list of agents recognized in 
the Mail Order business. One au- 
thorized to deal with agricultural 
publications is either in. existence 
or in process of forming. The 
Quoin Club, composed of publish- 
ers of the great magazines, have 
another list. In each city there are 
local agents authorize. to represent 
the press of the vicinity—and vi- 
cinity is an elastic word—so too 
there are in New York numerous 
agents called “special,” supposed 
to confine their efforts to the in- 
terests of a few papers, but some 
of whom do a considerable busi- 
ness as general agents and have 
recognition as such by the A. A. 
A. A. and the A. N. P. A. Owing 
to inconsistencies which they are 
unable to eradicate and favorit- 
isms which they are not prepared 
to discontinue, and for other rea- 
sons which they feel unable to in- 
telligently discuss or defend, no one 
of the existing associations, bodies 
or committees appears willing to is- 
sue a list of the agents it recog- 
nizes, either with or without an 
indorsement of the responsibility 
of all or any single one. 

On account therefore of the im- 
possibility of obtaining a catalogue 
or list that shall have the approval 
of any respectable association, body 
or committee, PRINTERS’ INK is 
reduced to the necessity of speci- 
fying the qualifications it will re- 
quire for admission into its col- 
umn of advertising agents. In be- 
ginning it is decided: that only one 
qualification shall be insisted upon 








and that may be tersely stated in 
ten words, viz.: 





THE APPLICANT SHALL ASSERT THAT HE 
Is AN ADVERTISING AGENT, 











If the Printers’ INK list grows 
it is likely that other qualifications 
may be later insisted upon. It also 
seems likely that individual users 
of space under this head may ob- 
tain letters of recognition from 
some body, association, committee 
or another, and possibly from sev- 
eral. If so the fact may be stated 
in words, or possibly expressed by 
foot notes, as for example (a) may 
mean recognized by the A. A. A. 
A., and (b) that the A. N. P. A. 
extends equal recognition, while 
(a) (b) would show that recogni- 
tion was extended by both these 
bodies. Other designations, as c, 
d, e, etc., to be duly explained as 
occasion for their use shall be 


found. 
Or 


Farm and Home, Springfield, 
Mass., recently asked its readers 
the question, “Should a parcels post 
be established to carry merchandise 
at low rates?” Affirmative replies 
to the number of 35,825 were re- 
ceived. Only 1,754 readers were 
against it. ™ 
THE LITTLE SCHOOLMASTER’S 

CARTOONS OF SPECIALS. 
VIII. 

















HENRY BRIGHT. 














NOTES. 


“CoNGREGATIONS for “s for Advertisers” is a 
folder from the Religious Press Associa- 
tion, Philadelphia, setting forth the 
claims of the eight denominational papers 
we compose this list. 
ht-page _booklet from the 
welts <ight pags La Porte, Texas, tells 
what that paper is, and what it claims to 
do for advertisers, quoting opinions 
from those placing foreign business in 
evidence. 


“Have You Got Hold of the Right 
Printer?” is the query that serves as 
title for a little booklet from William 
johnston, Printers’ Ink Press, New 
York. Forceful arguments are_present- 
ed to the man who will be likely to 
answer negatively. 


A FoLtpEeR from the Addressograph 
Company, Chicago, is somewhat over- 
done as regards display, but entircly 
commendable in point of facts about 
the device it describes—an addressing 
machine capable of turning out 3,000 
envelopes per hour. 


“Turow Away the Umbrella” is a 
geieee booklet about raincoats from 
A. C. Yates & Co., Philadelphia. As a 


jece of retail literature it leaves noth- 
ing to be suggested in the way of im- 
provement, for the story is complete 
and not to be dodged. 


A caATALoGUE of musical instruments 
for use } subscription premiums is_is- 
sued by L on & Healy, Chicago. The 
list includes everything from music 
boxes to shan music, and each article 
has appended descriptive matter to be 
used in publishers’ adve advertising. 


“A Mtctton a Month” is a statement 
of circulation } three months of the 
Toledo Times and News-Bee, morning 
and evening journals under the same 
management that claim to circulate more 
than 40,000 copies daily. The Sunday 
edition is known as the Times-Bee, 


Facts regarding the Sherbrooke (P. 
Q.) Daily Record and the territory 
in which it is published are issued in a 
small booklet, and are unquestionably 
of the sort that will most interest gen- 
eral advertisers. A list of all outlying 
towns with circulation in each is given, 
together with a list of foreign adver- 
tisers now using space. 


Kiam’s Store News, the successful 
store paper published in the interest of 
Ed Kiam, Houston, Texas, has been en- 
larged to sixteen pages, and every item 
of advertising is indexed on the first 
page. This is a thoroughly commendable 
store publication, covering not only 
general offerings to the eos public, but 
mail order features as well. 


Five million dollars is the aggregate 
of the monthly salaries of the subscrib- 
ers to the ormal Instructor, Dans- 
ville, N. Y., according to a recent fold- 
er. This represents the pay of 125,000 
educators and teachers. A circulation 
of 75,000 monthly is claimed for the 
World's Events, a condensed news re- 
view. Both publications are eligible to 
the Roll of Honor. 
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Four brochures from the American 
Blower Company, Detroit, Mich., are ex- 
ecuted in the magnificent style that char- 
acterizes all this me ge advertising. 
They are a catalogue of apparatus for 
securing a mechanical draft in boilers, 
a booklet on the heating and ventilating 
of factories, a catalogue of steel fans 
and a tiny booklet on the “A BC” moist 


air dry kiln. The matter bears imprints 
of Rogers & Co., Chicago, and the James 
Bayne Co., Grand Rapids, Mich. 





Advertising Agencies. 


There are hundreds of advertising agencies in 
this country. All ‘orm some valuable and 
necessary services to their clients. And th 

might perform such services to Lb ot: 
vert sers if the fact —— 
the latter's 's attention in t lon “f the the Little 


master. 
PRINTERS’ INK is desirous to start a classified 
podbop , listing as wany recognized SS 
see the wis ‘om of having a card in the repre- 
oon ative advertising journal in the U Intted States. 
Such advertisements cost ten cents per line net and 
are set in pearl. Count six words to the line. 


CALIFORNIA. 


~~“ e CO., Los Angeles, Califor- 
nia. Place adve rtising any where—maga- 
zines, newspapers, trade papers, out'ioor. Effect- 
ive designs Good copy. Information about 
Pacific Coast and Orient. 


CALIFORNIA—PACIFIC COAST. 
oy ART AND SWASEY. 107 Bn Mont- 
gomery St., San Francisco—Largest cy west 
of Chicago; oc upy 10,000 sq. ft.; yemaploy @0 people; 
all or any part of an advertising cam 
paign; can save advertisers money tratvis ju- 
diciously tor newspapers, billboards, w: ens, 
street cars,distributing, etc. am place goods with 
wholeuniers and retailers. nowing Ccast condi- 
tions, we can place your advertis’g without waste. 


CHICAGO. 

DVERTISERS, consult us before placing y: your 

advertising and get the benefit of 48 years 

of ripest experience, which is essential to all 

successful advertising. Our Advertisers’ Pocket 

Guide FREE for the asking. GUENTHER-BRAD- 

FORD & CO. (Founded 1885), Schiller Bldg., 
Chicago. 





NEW JERSEY. 
T Newmarket, N. J., STANLEY DAY, the Ad- 
vertisers’ Agent, furnishes estimates and 
executes orders promptly and systematically. 

In sending for an estimate inclose copy of 
advertisement and state the space it is to occupy 
and the time you propose to contract for. 

ers sent out and gozzespendionce an- 
swered the same day as received. 


NEW YORK. 
Uecre Guants ER. New rand Mag- 
R Advertisi) 8 Combination 


lists from $5.00 ‘upwards, mailed on application. 
108 Fulton Street, New York. 


puocts ADVERT IEG BUREAU 
ACES YOUR ADVERTISING 
IN BKST PLACES. 
Established 30 years. 203 Broadway, New York. 
Nore AMERICAN ADVERTISING CO.—Or- 
ized by advertisers to give tverticere a 
uare S deal. L. Perine, pres.; 
ice-pres.; F. James G Gibson, 
son, treas., 100 William St., Kew: York. 


Praesens += heanaa 
Classified Advertisements. 


Advertisements under this head two lines or more 

without di joy, 70 centsaline. Must be 
han one week in advance. 
WANTS. 


E will * your linotype composition cheay 
JAS. E. HUGHES, Publisher. Lexington, 


V. Seeley, 
r Cater- 


Ky. 


WE do printing. cheap. W1 Write for s°>mples and 
A. = 8, E, JOGHES, Puvli-her, Lex 
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CATALCSSES one circulars nted in large 
quantities. JAMES E. HUG , Publisher, 
Lexington, ky. 
oRrass & letters, small or or Jeree quantities. 
Must be reasonauly fresh. Buy or rent. 
“PF. E. H. acai luk 
M°,% 225,000 copies of the morning edi- 
don of the World are sold in Greater New 


York every day. Beats any two other papers. 
A oun. well prepared though young in 

work, seeks suitable Ca Convincing 
v riter. Good r ferences. rinters’ lnk. 


M AN, especially oualified to edit and increase 
circewation ot country weekly a Ae 
seeks positivn, highest: refer ences. 


position as adv. manager to compile cata- 
logues, pamphlets an: Gencriptive matter. 
Exp. in machinery and accessory jines. “W.,” P.1. 


kK be! representative in each large city to 

icit ads for yA trade journal on 

gommisslon THE RE RETAIL ERCHANT, Dallas, 
ex 


avmores -6 2 XXX K, $1.35, 1,000. Printed 
with name, usin and address. Cash to 
accompany order, Jas. £. HUGHES, S"Publishe r, 
Lexington 


DYERSIERO SOLICITORS wanted. Active, 

ight, business getters. Goou commission. 

Old mileble dru of, Bi. pense. Address RETAIL 
DRUGGIST, Detro 


pees NEWSPAPER MEN’S XCHANGE, 

blished 1898, represents ——— work- 
ers in al departments. tend for klet. 368 
Main 8t., Springfield, Mass. 


ANTED ADWRITER—A trade a a wants 

watever whocan prepare efleetiy e ads; peed 

not give all his time. Address Box 308, Hotel 
Vendome, 62d and Monroe Ave., Chicago, |1I. 


AMaaty, NT manager advertising denari ment 
daily, 25,000 circulation, — 3 Lm | 








r of business or new shaper. Five years 
cape ence, Address “'N I ‘NEWSIA ER,” care of P. 1. 


at 4 hey — 4 from n headache, neuralgia, insom- 

a, try “Ajax” cure. Perfectly harmless ; 

= dangerous drugs; does business ule ; @uar- 

Sample, 0c. AUSTIN & C »C hemists, 
= Ontario. 


ANTED—Agents in every town for Takanap. 
aia new liquid naphtha soap, on liberal 


on basis. 
TAKANAP SOAP CO., 
Darby, Pa. 


WAxteD, by a reliabie soap manufacturing 
company an energetic and experienced a 
vertising man to take entire quesge of sales 
Gepertanent—one who can inv. st at least $2,500, 
to be used at his Seceen. Address “T. H.,’ 

ome of Printers’ Ink 


Wy sare by advertising canvaseer of five 
years’ ezpeesense in general field east of 
Pittsburg, the representation of out-of-town 
ape in conjunction with present pul.lication to 
utentire time. “ADVERTISER,” 1134 Park 
Row Building, New York City. 


ANTED to meet capitalist with a view to or- 

stock YY; proprictary bus- 

iness, well-established, with more orders than 

can be taken care of with present capital. *ot 

an experiment. A fortune can be realized in a 

few years. Address “BUSINSS,” P. O. Box 25, 
Hartford, Conn. 


W ANTED—An rienced young man in 
mail order business -one who thoroughly 
understands the “follow up system” and can 
write a first-class business letter that will bring 
results, Must be sober, industrious, honest, and 
notafraid of work. A good position is offe 
to one who can demonstrate his p ability. Address 
= C, REEFER, Pres. Green wountes n Distillery, 
i2 Main 8t., Kansas s City, M 


ANTED to furnish daily newsletters to 

daily papers within a radius of 500 miles of 

this city. ill take advertising space in ex- 

ha’ Not a fake or a scheme to get space for 

next to nothing, but an honest effort on the part 

of o .cupeneense’ Hey at A = his = — 
eula 

WaTIONAL iL NEWSPAPER SYNDICATE, 39 Har- 

per Building, Washington, D, O, 
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A Draatmise MANAGER, now with large 
concern, seeks desirable oppo tg Ay 
manasnenares or corporation. 7,2 
consider offer tor half of his ume. .~ road 
expericuce and — F rte Persunal and 
satisfact yns for desiring a change. Aa- 
dress “123, 8.7 Printers’ Ink. Ink. 


W ANTED—A first-class ma man in growing adver- 
tising agency—one who is thoroughly competent 
to handle correspondence. Must have best of ref- 
rence, Can address in the strictest confidence. 


“P. A. A.,” Printers’ ink. 


DVI-RTISING MANAGER—Young | man, now 
identified with pr ion, is 
very successful in writing effective copy for ad 
vertising and circular work and in conauctin; 
follow-up systems, would ‘ike to take cuarge o 
or advertising of a progressive commercial 
ouse. 


ow, W, ..” 
Roo 


m 13, Clason Bide. * 
Y. City 








bf YOUNG MEN N AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the busivess journal for 
adve: tisers, ~~ weekly at 10 Spruce 8t., 
New York. Such advertisements will be inserted 
at 10 cents per line, six words to the line. lRINT- 
ERS’ INK is the best school for advertise rs, and it 
reaches every week more employing advertisers 
than any other publication i: in the United States. 


DVERTISEMENT WRITERS, especially be 
ginners, will have an exceptional opportu- 
nity to demonstrate their ability and make 
money by writing to us. We will tell you how 
to start @ business of your own at home which 
will do more to e-tablish your reputation as an 
adwriter than years of ‘ordinary experience. 


Write 
ELLS & CORBIN, 
Suite E B, 2219 Land ag Bldg., 





Philadelphia. 
A ARE YOU SATISFIED 
with your prom 4 ition or salary! It 


not, write nearest offi ‘or booklet, We have 
openings for managers, * aan advertisin 
men, newspaper men, salesmen, ete. Technical, 
clerical and executive men of all kinds. High 
grade exclusively. 
wArgaoes ano), 

Suite *11, 309 Broadway, New York. 

Suite 815, Pennsylvania Bldg.. Phila. 

Suite 529, Monadnock Bidg., Chicago 

Suite 1326, Williamson Bldg.. Cleveland. 
Pioneer 1: ldg., Seattle. 


HEN YOUR WIFK’s DIGESTION SEEMS 
BEYOND REPAIR, 
and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. It immediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. Manganese in solution does 
it. It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake orfraud. Howelse are you tobe 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Drugzi-ts 
and grocers sell what is called for. Try it Just 
Once for One Time, Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone Street, New York. 
-_—— ~~ — 
COIN CARDS, 


$3 ty Less for more; any printing. 
THE COIN WRAPPER ©O., Detroit, Mich. 








MA TLING M- MACHINES. 


Te3 DICK MATCHLESS MAILER, lichtest and 
war. Wn ickest, Price $12. F. J. VALENTINE, 
Mtr., 178 Vermont 8t,, Buffalo, N, ¥, 

















CARBON PA PAPER. 
Oar ee WaT WHITFIELD'S Ds CamBow 
PAPEK WORES, 123 Liberty 8t., New Y 
~~ 
ENGROSSERS. 
ING and illuminating of memori 
ig ae oy certificates "el etc. THE 
STUDIO, 220 Broadway, New York 








KINSLEY 
ENGRAVING. 

RAVING, (line, halftone, steel, wood 
Feiithograp! hing and artistic prin Tak 
KI INSLEY STU DIO, 220 Broadway, New ‘ork. 

STOCK CUTS. 
AVE a chest owing atuty silhouette sogek 
three sizes, one, two and six i 


ts, in 
high. Glad to to send you ne STANDARD. et 61 
~ St., New York. 


LITHOGRAPHY AND TYPOGRAPHY. 


TROGRAPHIED blanks for bonds. certifi- 

cates. ete., which may be completed b: 

writing. Send stamp for samples. KING, 
10 Wiliam 8t,, New York. 








ADVERTISING AGENTS. 


E CAN GET CONTRACTS FOR limited num- 
ber of Al class trade pobtensions. oan 
SOUTHERN SPECIAL ADVERTISIN GENCY 
(Pearl L. Garnes, Manager), etd x Cc. 





—_—_+or———_ 
BAD DEBTS COLLECTED. 


GTROFEY Os eX service. Reasonable 
ntage. our patron alwa . our 

DAY- ANDNIGHT ADJUSTM. 

hicago Avenue, cago. 


per 
ron. N., 
2644 

CA LENDARS. 


OST artistic line of “thee for pee a 
4 ever "Babs Lt at for F st. 


45 Beek: it, St.. TPE "York City. 


+091 > 
MISCELLANEOUS. 


EALED CHESS PROBLEMS—19 for >. & w. 
BUCK, 4(65 Finney Ave., Ave., St. Louis, M 
yt yh ¥ qroctts 1g car’s and postals, 
H eos red. Sammpies, 10 conte HU iDar 
@ ING AND CO., Akron, O. 


—— +e 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 263 Broadway, New York. 


H provers ant general s merchants in the 


EAC 
Southwest th r 
there. TH RETAIL GfenCH ANT, Dallas, Dallas, tex. 





BUSINESS EPI 3 EPIGRAMS. 


[Pzoa wt send me some 16 some of your oqvatiing 
matter | will try to make a “business C4 
—to reduce your business story to 

fro find a half-dozen 

ch may together into a sen- 
tence a we erikingly a and 2S Pe your 
Jai to sentence 


ram” for you—to 
8 


apenas 
THE BUSIVFSS DOG. 


SMART business man likes a smart dog for 

himself or for his children. The “fool dog” 
is for the dude. That litter of Scotch collies 
sired by the heaviest coated son of the great 
champion, Balgreggie Hope, their dam by J. P. 
Morgans ch. Sefton Hero, her dam by his ch. 
Rufford Ormonde, is now ready to ship, and 
they are wonders in coat and expression. large 
lusty males, only $20 each; one extra choice fe 
male, 0% SERVOSS COLLIE KENNELS, Edi- 
on, 


PRINTERS’ INK. 
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ADVERTISING TRANSPORTATION. 

ERTAIN publications sell scalpers, advertis- 
CN See Ser teen LA meas ave bene black- 
r 
a orabi MOTU SL ADT ADVERTISING. AGEN ENCY, 
3i7 way, New York. 

otpabsrnntiiismapesian 

ILLUSTRATORS AND ILLUSTRATIONS. 


seetOR 400. Wood Engravers. 10 Spruce 
H. -» New Yi ork. re Ee toe 


seine designing, for ec 
book. Tie KINSLEY 


and crests. 
STUDIO, Broadway, New York. 


a —— 


ADDRESSING MACHINES. 
AMS us MACHINES—No type used » 
Wallace stencil ad canes machine. 
card a system 0’ the 
ers crs throughout the country. Send 


& CO., 29 Murray 8t., 
New York 


BOOKS. 


66 otek aa Manuseri 


50 cen 
PRESS 8 SYNDICATE. ae i} 


~~ 
CIGARS FOR SALE. 








wr will sell you a better c for 5e. ght 
than moet dealers =a pA c., ‘Sum ted 
Havana filler, oy BE. binde tra 
wrapper, Perfecto shape, 44 ‘utches lo nion 
mate, mild and p/easant. For “ = i ae 
box of 12 of these toany address 
in the U. 8., and, if they do not KA Fe 
them receive your money. 
HAR RD CIGAR o. ». 
1115 Main 8t.. Hartford, Conn. 
a eeeeema 
PRINTERS. 
OOKLETS by the million. Write for booklet. 
STEWART PRESS. ESS. Chicago. 


ATALOGUFS printed in large quantities. 
C Ww —_ STEWART PRESS, Chicago. Chicage. 
.~ fo Write R. CARLETON, Omaha, 
Neb te for copyright lo lodge cut catalogue. 


F you “ae not satisfied wh 
T" Xe do*aistniate? Weer” dad Seeeae 
n mptly and satisfacto NIV 
BBR Bro ne 15 nether em 8t., kew York. 


DECORAT! TED 2 TED TI} N BOXES. 





T= fttimes sells 1t. 
You cannot imagine ee “peautitull n 
boxes can be spot ag and ene 4 -- 
until you get our samples ee 
ear we made, — = 
million Cascaret 


- rece 


Brooklyn, lew York. 
mY largest’ maker of Tin Somes outside of the 


OFFER ‘COMPAN Y, 
Street, 


—*_+o>—___ 
PUBLISHING SieirEes OPPORTUNI- 


$25,000, 


PLUS 2 y work, have 
$100. oat is if you 


good pu P you hare the capacity 
work Pir the 
abou 5 ad e gn teh I'll tell  ¥. ol 


ra! - the lookout all the time f. 
in the way of Sublied me 4 Ny 


fe ares obably over or half, a 


handie 
trade Paper eas 
say th 
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DESIGNE! NERS, 
aud white fora gration in pas INSLEY 
nd w ‘or 
STUDY, ie Broadway. Now York. 


HOUSE-TO-HO USE. DISTRIBUTING. 


Ww make an honest, intelligent house-to-house 
matter of all 


distribution of advert 

descriptions throughout theentire U nited States. 
We employ only reliable, experienced, 

whe personally supervise each distribution 


and cheer. 
fully mak 
5 ears’ eapervense im handling national con: 
We are placi ni me oe leces monthly for 
loadin aa mivert “s . whom 7 oan 
omen | aw - and map 


vg came WILL A. MOLTON 
rs AGENCY, 442 st. Clair St., Cleve- 








8 UPPLI ES. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce Bt., 7 pais ® om more mag: 
ostes cut inks than any other ink house in the 


“Gpecial prices to cash meee 
i TYPE MACHINERY RY SUPPLIES 
No NNING, 


25x30 Cottrell Rev. it = cushions, tapeless de 
livery, table distributi 
ann i Campbell bev. table distribution, front 
elivery. 
inder, air cushions, 


Cottrell Drum Cy 
table distribution, tapeless delivery. 
Two-horse 7 ofse power ae with tank, 
good running order. . 

And man Shere ‘ie now your want. 
CONN ENDLER & CO.. 
Warehouse, 6 Beekman St.; Shop, 33.43 Gold St., 
Manhattan. 








— er 
ADVERTISING NOVELTIES. 
APEROID ere Wallets, 4x7, 1,000 +, 


includi Wear like leather. ad ni 
BON, ath abore Chestnut, Philadelphia. 


C ‘3 HANGERS —NEW STYLES. 
Specks ay qhamsed f ‘or 
ing pr 


rmanent advertis- 
es attractive 
A qpGET steel nail file, $30 per thousand. 








LMAR MPa. Co., Catton, Pa, 
rned toothpicks in per thou- 


‘san, Samples o oa in leather cxses, 10c. 
Agents wanted. J.C. KENYON, Owego, N, Y. 


C*s ‘LULOID blotiers cost more Gen qedinery 
ones ‘ but they bri its where 
Write for samples and prices. THE 

BAL TIMORE BADGE & NOVELTY CO., 238 
Broadway, N. Y. 

RITE forsampleand price new combination 

Kitchen Hook and Bill File. Keeps your ad 
before the housewife and ess man. THE 
WHITEHFKAD & HOAG CO., Newark, N. J. 
Branches in all large cities. 

—_—- oe: 


PREMIUMS, 


a reyes a auege in demand for 
premium My pe * teed porte 
‘or quantities. 

w ice AE »gisa Grove - 


id Ave.,Chicago. 

ya can secure $100.00 quickly for your 
ohureh deficiency or your mort de’ 

+ you cen buy 7 your own premiums, by our new 


TA AKANAP SOAP SO., Darby, Pa. . 


Lok BE HEALY's NEW a CATALOG, 
yeedy. contains m' 
of < Coser ons, includiny 
coping mac machin ne; hing: $99, a ee 
na 
prem rewiume. Writs for t- 
‘on & Healy, 199 Wabash A’ 


R™ ABT, ~' woods are tra wate te bute Thou- 
sands of ve suitable for 

publishers and froma She foremost + | 
eed ~~ da ia oe it elry ani dred 
lines, 500-page list e, 


piplished nesally i Ye ou Uribe, WY 





fesue ‘Maioe 


PRINTERS’ INK. 





BOOKLETS, 


E write, design, ‘engra engrave and print for 
boo! One talk, one order covers all. 
THEKINSLEY STUDIO, Saad Broadway, New York 


‘TYPEWRIT! WRITERS. 
EWSPAPERS may secure secure aw bays — type- 
writers without mo; ropo- 
sition. MUTUAL ADV. AG wey 7 Bi Broedway. 
——_+oo————_ 


LETTERS FOR SALE. 
prrens—1 have 10,000 new letters from agents 
and canvassers—6,000 from men, 4,000 from 
women. will rent all ope ww for ts copy for 
very moderate Fine ad- 


dresses for sonsiphnatapede or ore 4S 
publishers desiring yey "Write 1 for full par- 
Investigate Addre 


88 
“ EXCEPTIONAL,” 
Care Prin 
oe + -- 





ters’ Ink, 


FOR SALE, 


seonres for i. oe Fusct-sioes condition. 
“B. M ” Printers’ Ink. 


ARoATN-—Pour 3 e co Scott perfect- 
ne pre eo full’ modern weres outit, 
yr a BUNE, Oakland, Cal. 


900 Git, iPeulcionsiagSincnak a 
inder; big carenia. 1, Kempton, hd 
EFORE purchasi cylinder r proanes, 
Boos for bargal cutlery, type atari Mtn 

n. 


1671 Oliver 8t., 
0 POTTER TWO-REV.; will geese 


42. xX 6( sof a7 o col. A first class 


for boo te RICH 
RRD TD PRESTON, 07L Oliver St. Bosto 


OE DOUBLE CYLINDER, with or without 
folders a ati we Laas 
page; 
trade in’ part ent. RICHERD PRE PRESTON, 
iste bnive Boson. 


r CO} comtaine alse 
LF and stories, —_ 
smite poems, hints for 
“Money kif you eS ae a 
MADISON, po Third Ave., N. Y. City. 


#8 


postin 
ing onstn 
yas qunssemas samaiae. 


HE By ty STATKS AGENTS’ GUIDE, 
-53 Second Ave., a. York City. 


ormicial oopan e Associatio: 
pS Mail 1-€ yy A en and ‘Agente’ Tater: 
nati L e of America. 
‘November number larger and greater than 





‘The latest sch bl ters, mail 
= hints, sot ot Ay ortani- 
formulas and recipes,’ ie direc- 

tory. 4 qiick-eelling novelties and specialties, four- 


Ms (edited by a woman) 
he aw corner, the Exchange corner, the great 
“Want” . ete, 


| ¥~ pt ion price, %5 cents pe 
No free sample copies. If Fou ind at expira- 


fen ay our subscription that = haven’t ob- 

n 1 alate ur ne, 

will be cheerfully re ~~ 
SPECIAL OFF’ 


rR Clip tht this ad, inclose 25cents 
free’ ot charge an Curtstemas Preece eat a copy of 
of charge, as ‘mas ac oO 

the grand ctanpe book ontitied "The Madi. J 
Business,” ons full — to start, 
where *7 hat to buy, how to succeed, etc. 

Invaluable to begin ners. 
ion’t to take advantage of this great offer. 
now. 

ADVERTISERS: The above ateve ad appears in the 

princ metropolitan Sun Papers, thus 
piscine < on oar ies qnowsands of new ond inter. 


vA yours will “pull” 
“Give a if Gurpe. 
a eral 12}¢0. ie line, $1.95 per inch; 








HALF-TONES. 
EWSPAPER HALF-Tt —_ 
N®ns The.; 3x4, $1; 4x5, $1.60. 
Delivered w rho cash acco’ mpanies the order. 


eemeay ILLE INGRAVING CO., Knoxville, Tenn. 


—_—__+or———_ 
ADVERTISING MEDIA. 
» C. an inch puts your ad in ANYBoDY’s MaGa- 





e Zin: aa |. N. Y. 
r line for geeerteins in THE 
10 SExok*Bethienem, | 


-WORD ad, six months, only i, YOUTHS 
25 BLADE, Kew ‘tripoli, f 


95 x ce — for 9 words 5 days. ENTE! PRISF, 
av n, Mass. Circulation, July, 9,060, 


Premamae "S GUIDE, New Market, N. J. A. 
postal card request will bring sample copy. 


HRISTMAS (Dec.) number of BACKBONE (Pro- 
hibition), St. Pa 


, Minn. ; usual 25,000; Lic. line. 


NY person advertising in PRINTERS’ INK to 
A the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 

OLERY NEWS, the. year: . ene, ae rate, 70 cents an 
inch 4 oe » 5, 000 eee: 
WILLIAMS & M LAR, New New irtaews ick, N 

RY GOODS REVIEW, 506 Security Bldg., ai 

cago, goes to country merchants. Sworn cir- 
culation, 3,000; adv. rate, $1.50 an inch, lic. a line, 

HE PROGRESS! VE MONTHLY, Indianapolis 

Ind. Best medium for those wantin; 
reach agents or the mail trade. Rate, 0c. 
on request. = 
HE BADGER, 300 ) Montgomery Bldg. 
waukee, Wis. a family monthly pF. —4 
general, 60,000 coples, rate 30 cents a line. Forms 








to 
PY 


close the Ask your agency about it. 

gly TALE, Ashland, On Oregon has a n- 
ed —— on of — each issue. 

Both oth at less than 


r Ashland 
1,000 by the American popes are ried Directory. 


TCARANTEED circulation, 11000 monthly. 
A rds); 70 cents 


order . 
WELCOME VISITOR: 392 8. Troy St., Chicago, Il. 


N1.Y 50c. per line for each insertion in entire 
list of 1 3 most 


New . 
UNION PRINTING CO. 15 Vs 5 Vendowener St., N. ¥. 


1 WILL pay for a five-line advertisement 
four weeks in 100 Ly or woe sin 





weekly newspapers. NEWSPAPER 
UNION, 10Spruce St., New York. Catalogue on 
application. 100,000 circulation weekly. 


F you want to reach the cotton and nl ovipen oil 


samere per year. W rite for sample copy and ad 
rates. 
GUARANTEED circulation, 2% 


100. 000 cents a That’s what the 


PATHFINDER offers the advertiser every month. 
Eerontise d by all leading mail-order firms. If 
oe > advertising and do a aa = the 

ATHFINDER, you are missin ething rood. 
Ask for sample and rates. T EY ) PATHFINDIR, 
Washington, D.C 


DV ERTISERS — Northfield Is one. of Ver- 
mont’s growing towns. Real estate has 

vanced 50 per cent in five years. Best b black slate 
searries, granite and lumber manufacturin, 

ORTHFIKLD NEWS covers a rich section which 
cannot be successfully reached by advertisers 
in other mediums. No edition in ‘six years less 
than 2,000 copies. Ask for further information. 
NEWS, Nort eld, Vt. 


—————“(o+—__—_ 

41 DVERTISEMENT CONSTRUCTORS. 

GOOD ads for grocery store $1.00 

1 00‘ BAIT PUB. CO., “Toronto, Can. 

‘RADE winning booklets. catalogues, maili 
cards, i ecieeea” form letters, etc., writ- 

ten, illustra! ted.’ Write for free booklet 


“How We Hel dvertisers. ” SNYDER, JOHN- 
80N & cinta 


N, 9% Tribune Bldg., Chicago. 








PRINTERS’ INK. 








4I 


RACTICAL, common-sense, busipess-bri 
advertisements written. ESTFLLE B 
THIN 3, 22 Munn Ave., E. Orange, N.J. 
Bweaan SHERBOW, 3148 Euclid Avenue, 
Philadelphia. The making of the better 
sort of Business Literature erature exclusively 


A PYERTISEMENTS and o and cuts, new daily. 
tailers and bankers should use the 
Moderate prices. ART LEAGUE, New York. 


FFECTIVE ADVERTISING will increase your 
iculars. 


a rite me with part 
. H. LOVEJOY. Box 1, Roslyn, Pa. 
ENRY phd ae his "mark, 


918-920 Drexel Building, Philadelp ia. 
Newsparer, magazine and trade paper ads. 
RIGINA are productive ef busi- 
O ness. That's he yiné v1 write and at rea- 
sonable prices. . LEDNUM, 2349 N. 
St., Infiadelphia. 
ENSIBLE ADVERTISEMENTS—the kind that 
0 make busin because they give oe 


tion. State character of your trade. Cc. 
SIMONS, Lawrence, Kan, 


N°, ore. Noth 0 freaky sketches, no circus pos- 
ters. Noth but sensible, clear-cut, believ- 
able talks. L. 

phia. 





L. FINK, 16 South Fifth St. Philadel- 
. Booklet free—postals ‘ is “noticed.” 
anything to s. sell! 1 
G% Is it worth ose price 
If so, let me ae Peale about it. 
They'll n 
That’s what counts. 
J. J. NORDMAN, 
“Ads that Add,” 
Pittsburg, Pa. 
R. mevalt. oe pl 
I J n advertisement 
for your Manag in next o—s weeks paper FREE if 
72 will me data. I can tell you better what 
can doin that way than to burden you witha 
lot fi with talk. Shall I write 


I 
next week’s ad for FY No bill will follow. 
CHAS. W. HOWE, Insurance Build. 
ing, Chicago, In. 
N writin, eae | I say things as I think them. 

don'tc much that’s 7 but I etry 
to say what I Aft in my own way, and 
what passes for origin . The ads I 
—_— are not original to the point of 


tricity, but they have the of 

strained Wdividuality, and even this quality is 

—s. If my 7 happens to suit you Li am 
repare so of your adverti: 

ny BOARBORO, 3570 7a Halsey St., Brooklyn, N. 


66 i te can Imake a mail a mail order business sagt? 
s2-page — a 7 this important 

o> z The 1 rst_c is, “Making It Pay 
d nskepa up every phase oe the 
js Bd eh follow-up letters, book- 


lets, circularizing plans, reworki echemes, 
ete., for medical, as fin andl, age 


tion to “old timer” and beginner. 


Sen me freee 
any one sincerely interested. a EUGENE 
KATZ, 503 Boyce Building, Chicago. 


I WILL take no man’s money for trying to im- 

part confidence in a proposition that 1 am 
not sure about mveett, but if any advertiser will 
show me something I can beli =, in, 1 will show 
him something in plain English t it will make 
him believe in me, and,if he says the word, will 
make the public believe in him. 

For the most effective business-promoting En- 
gilish in advertisements, letters or booklets, 


write 
ae WINDFO 
494 La Salle | 
Chicago. 


DVERTISING ENVELOPES—UNUSUAL 
1 make a Special Advertising Envelope— 
with a pertinent persistency that cannot be over. 
look: While certainly novel and peculiar, 
there is nothing remotely “funny” about it. It 
ysto be “fanny” a dis- 
o 


“silly,” and aK. para is very, very costly. “I 
aan ys Ba ry, very y 


ve made a number of these envelopes for 
Rear a such people as a. read this 
fournal. If you woald care to see them, write 


me a letter (nota 
poss! 


1 card), “and if it suggest 
ible business I will cindy, send you a 


return mail. 
No. %. FRANCIS I. MAULE, 402Sansom St., Phila. 








NOTES. 


From Miller Bros., the advertising 
laundrymen of Kansas City, comes a 
witty blotter. 2 


Goop printing gegoments are set forth 
on an envelope filler from the Meyer- 
Rotier Printing Co., Milwaukee, W 


“Waste in Accounting” is a booklet 
from the Library Bureau, Boston, deal- 
ing with its subject in succinct para- 
graphs. 

“PERTINENT Points 
sented”’ is a booklet of facts and pr»* 
ticalities about the Linotype, issued by 
the Mergenthaler Company, New York. 


“Letters from People You Know” 
a_ small booklet issued by the National 
Harness Review, Chicago, giving favor- 
able opinions from advertisers who util- 
ize its space. 

Two folders giving very complete in- 
formation about vertical and card sys- 
tems of filing come from the H. L. 
Couffield Co., makers of card systems 
and appliances, Grand Rapids, Mich. 


Tue Pacific Miner, Portland, Oregon, 
is sending out a series of illustrated 
mailing cards depicting the Northwest- 
ern mineral fields and setting forth 
reasons why this territory is_ best 
reached through that journal. 


THREE neatly printed tactful folders 


from Charles P. Moore, Ravenswood, 
W. Va., describe the “Perfect Shelf 
30x,” a device for keeping and display- 
ing small hardware. Copy was written 


by Benjamin Sherbow, Philadelphia. 


EaTaBLes, drinkables and smokables 
are conveniently listed and priced in a 
booklet from the Lathrop Company, gen- 
eral grocers, Hartford, Conn. The bro- 
chure is neat in all respects, and of a 
size to favor preservatii on by housewives. 


A Packet of advertising literature 
from the Young Men’s Christian Asso- 
ciation of Worcester, Mass., includes 
pithy folders describing entertainments 
and classes for the coming winter, with 
a general booklet entitled ‘‘Tips,’’ treat- 
ing the work as a whole. 


From Jacob Backes, Bible House, New 
York, come specimens of advertising and 
stationery , printed by his system of 

Callitypy,”” which substitutes for type 
zinc etchings made from typewriter copy. 
The system has been described in Print- 
ERS’ INK in its relation to store papers. 
This new application is ingenious and at- 
tractive. 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position —if granted. 
Must be handed in one week in advance. 


New York Dramatic Mirror 


3121 W. 424 8t.. N. V. Established 1879. 
Largest circulation of any American Dramatic 
paper years esiab!ished pre eminence. 1,000 
Smerican correspondents, Published weekly. 
nd3. Commercial ads. per 
:18¢. single, 17c. thirteen, We twenty- 

six, tbe, "itty two insertions, Sample copies free. 














is | 





Properly Pre- | 





PRINTERS’ INK. 


C 


ANADIAN ADVERTISING is best done by THE 
DESBAKATS ADVERTISING AG’Y, Montreal. 





CANADA. 


















National Advertisers 


of the United States and 
Canada, write 


CHAS. BERNARD, Sec., 
Tribune Bidg., Chicago, fil. 





information about 
embers of the Associated 
illpesters and Distributors 














E 


accord 
New Y 





Published at BUFFALO, the American 
Newspaper Directory for 1903 gives a 
much higher circulation rating than is 


City of New York. 


TO THE 


VENING NEWS 


ed to any other daily paper in 
ork State published outside of the 








The American Newspaper Directory 


for 


rating than is accorded to any other 
DAILY PRINTED IN VIRGINIA 





TO THE 
RICHMOND 
TIMES-DISPATCH 


1903 gives a higher circulation 





Proportionately 
Speaking 


THE 


The German 


~ 
x 


ADVERTISINC 
RATES OF 





Daily Gazette 





est 


you. 





make it one of the cheap- 


newspaper world. 
The results will surprise 


without extra charge. 


924 ARCH STREET, PHILA. 


propositions in the 


All copy translated 























ed | OR 





it ee 





a | 








PRINTERS’ INK 
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You'll Appreciate 
the Difference 


in the sales of vour goods through- 
out Australia if you place your ad- 
vertising in the hands of 


The Australasian 


Advertising Co., ppy. 
Limited. 
They are the owners and lessees of 
Over Five Hundred 
_ and finely built Hoardings, con- 


"500,000 Square Feet of 
Posting Space 


in Melbourne and suburbs. 
Melbourne, ths the eters! Capital, 


th finest built city in the 
Southern He aahen 
They have agencies in 


Every Part of aqoatte 


for Street, Railway, i Newspaper and 
Joarnal Advertisi. They have their men 
all over Australia ing. r De- 
livering, Sicn Tacking and Post and Pence 
Writing. No work is e fo’ 

undertake, no order too sm ‘ for them to 


GUARANTEED WORK and LOWEST RATES 
REGISTERED HEAD OFFICE: 
134-136 Flinders Lane, Melbourne 
Victoria, Australia. 


WM. KEXP, Mgr. and Sec’y. 


neferges es—London Bank of Australia, 
td., London and Melbourne. 

















PHILADELPHIA. 
The Sunday-School Times 
The Presbyterian 
The Lutheran Observer 
The Christian Standard 
The Baptist Commonwealth 
The + piscopal Recorder 
The Christian Instructor 
The Lutheran 


North and South United. 


16 


Over 1,000,000 Subscribers 
NASHVILLE. 
The Christian Advocate 
The Epworth Era 
The Children’s Visitor 
The Sunday-School Magazine 
The Senior Lesson Quarterly 
The Intermediate Lesson Quarterly 
The Home Department Quarterly 
The Methodist Review Quarterly 
We Shall Be Pleased To Hear From You. 15 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 











USINESS 
RINGERS 
































Circulation and 
Gold Quality 


Much is said of quantity 








and quality of circula- 
tion, but little of stability. 


The Lvening Wisconsin 
(@®) possesses, in addition 
to its other qualities, the 
On the 


market for over 50 years, 


guality of stabiltty. 


its circulation has steadily 
increased—increased faster 
than the population of the 
city, 22,c00 being its aver- 
age circulation in October, 
1903. 

The Zvening Wisconsin is 
one of the American News- 
paper Directory’s Golden 
Dozen, selected by men of 
intelligence, who fully un- 
derstand guantiity, 
and stability. 


quality, 

















Evening Wisconsin 
in Milwaukee 








; 
} 





PRINTERS’ INK, 











Did You Know 


"THAT the circulation of the Nashville Daily News was exam. 
ined recently by the Association of American Advertisers ? 
THAT the Association of American Advertisers issued a certificate 
to the Daily News showing a daily average of 19,053 for the 
past six months? 

‘THAT the circulation of the two other Nashville daily papers was 
examined at the same time that the Daily News’ was? 

‘THAT the Daily News is the only paper in Nashville that has 
published its certificate, the two others declining to do so? 

"THAT the Daily News has the largest and most substantial cir- 
culation of any daily newspaper in Middle Tennessee? 

‘THAT the Daily News’ short-time advertising rates will justify 
you in trying out any proposition in this territory ? 

‘THAT the Daily News carries more local advertising, month in 
and month out, than either of its competitors ? 


If you don't, they are FACTS WORTH KNOWING. 








DAILY NEWS 


NASHVILLE, TENN. 



















AKING Pictures 
aQ for Advertisers 


We have what is undoubtedly the most efficient Commercial 
Art Department in this country. 

It was not pitchforked together in haste, but is the result of 
years of experience with the leading commercial artists of New 
York. Only those men have been selected who possess ex- 
ceptional talent along some particular lines—in each case the 
best man that can be found. 

As a consequence, our Art Department is a well-rounded 
and thoroughly efficient organization—a place where things can 
be done as they should be done, 

We make all sorts of illustrations, from simple black and 
whites to the most elaborate color work. 

Advertisers who want pictures of any kind for any purpose 
really ought to get acquainted with us. 

It pays to get the best, and you might as well have it. 


THE GEORGE ETHRIDGE COMPANY, 
No, 33 Union Square, New York City. 
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Largest Circ’ Circulations. 


AN EXAMINATION OF N OF ROWE! L’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 1908 
REVEALS THE FACTS STATED BELOW. 
INDIANA, 
The Bulletin has a her circulation rating 
than 4% accorded to any other paper in Anderson. 
Commercial has a has a higher circulation rat- 
en is accorded to any other weekly in 
Vibcennes. 


NEW JERSEY. 
a Advertiser's Guide, Newmarket, is one of 
the only seven advertising publications that has 
credit for 5,000 copies. Sample 
NORTH Saaeme, A. 

Charlotte News has the “highest actual 
BA, circulation rating, in figures, in the 1903 
issue of the American Newspaper Directory of 
any daily in North Carolina.” 

TEXAS. 


Weekly Sentinel has a higher circulation 
rating tha an is accorded to any other paper in 








MANITOBA, 
In Wo and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
= ee has a higher circulation = 
| —¥- accorded to all the other daily 
combined, d, and the Weekly Free Press 
ne —e than is accorded to any other 


ONTARIO: 
The Daily ayes Press has a higher circulation 
rating t is accorded to uny other paper in 


| Ae 
“QUEBEC. 
none pe Panty Herald and Weekly Star has a 


tion rating than is accorded to 
 - other papers in psn 


FARTHEST. NORTH. 

There is only one newspaper which is 
published in the arctic circle and that is 
the Nourlanaste, or Eastern Star, which 
is issued once a week at Sigerfjord, in 
the extreme north of Norway. It is 
written in the Lap language and is a 
very small paper, consisting of only four 
pages. Its contents are chiefly short ar- 
ticles on religious oubjocts and items of 
local news. The peculiarity of the little 
paper is that it has no advertisements, 
probably because the wants of its read- 
ers are few and easily satisfied.—Inland 
Printer. 


ee ee ee 

Brac is a gocd dog, but Deliver-the- 

Goods has him skinned a mile.—Morri- 
son Magazine, Greenville, Pa. 
—_+o—____ 











OHNSTON’S big postal card. A real oddi 
J° anda oie brin, “cat 
WM. JOHNSTON, 45 Rose St. 


Boor LOVING STENOGRAPHERS ra 

have absolutely free one new novel 
month, the r own — by enrol 
their names with our | io dues or 
Bonuat STENOGRAP ry LITERA RY 
B BEAU. Room 616, 1% Liberty 8t., New 








NOTES. 


Tue Shaw Antomatie Tripping Truck, 
a device for the ink rollers on printing 
presses, is rather _— described in a 
folder from the Inland Type Foundry, 
St. Louis. 


“A Booxkiet About a a Bank Account” 
is a brochure from the First National 
Bank, Montgomery, Pa., thoroughly cov- 
ering all points of its subject in an in- 
teresting way. 


Tue Christian Standard and Outlook, 
Cincinnati, makes a practice of publish- 
ing every week articles on advertising 
and the advantages of buying by mail. 
The journal’s advertising space is man- 
aged by H. C. Hall, fall, Detroit, Mich. 


Franx H. Stsson and Charles H. May 
have sold the controlling interest in the 
Galesburg (IIl.) Deity ail Publishing 
Company to W. wiles, a Chicago 
attorney, representing Eastern capital. 
In addition to the stock held by Messrs. 
Sisson om A May. the stock-holdings of 
Dr. W. aley, P. S. Post, and C. 
May nal. " disposed of, making a total 
holding of 556 shares out of the total 
stock of 600 shares. Messrs. Sisson and 
May retired with the transfer from the 
positions of editor and manager, which 
they have filled since assuming control 
of the property. Andrew O. Lind- 
strum, formerly associated with the 
Mail as business manager, assumes the 
a of the business, and 
George E. Stephens, city editor, will be 
acting editor for the time. Messrs. May 
and Sisson still retain pn ee 
in the Mail Printing ompan 
announcing the change, px ai “said 
editorially: “With the Saturday even: 
ing edition of the Mail, the editor, 
Frank H. Sisson, and the manager, 
Charles H. May, retired from its ac- 
tive management and Andrew O. Lind- 
strum, who was formerly associated w 
this paper, assumes its management. 
George Stephens, city editor, will be 
acting editor for the time being. About 
four years ago, Messrs. Sisson and May 
assumed control of the Mail, with a 
limited circulation, which within that 
period has been more than doubled, and 
to-day has the proud distinction of hav- 
ing a circulation of more than 1,000 
more than any other paper published in 
Knox County. Its apeing F patron- 
age has been in a like ratio of increase 
and in like proportion. The retiring 
management has made the Galesburg 
Mail known throughout the country. 
Newspaper trade journals geaeretly have 
given it rank among the leading papers 
of its class. Among foreign advertisers, 
it is one of the best-known newspapers 
in any class. Its patronage by the 
local business men has been most liberal, 
arousing the comment of the whole pub- 
ishing and advertising world. It is the 
hope of the new management that this 
patronage will be continued and merit- 
ed in the same measure. The future 
policy of this paper will be marked by 
adherence to sound Republican princt- 
ples in national affairs, and the further- 
ing of the best interests of Galesburg 
in local affairs. The welfare of this city 
and its citizens will always be our watch- 
cry.” 
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BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 


The business of making beauty 
more beautiful and supplying addi- 
tional charms to the charming 
seems to be a large and prosperous 
one. 

If madam does not like her face, 
she may have it changed for a 
modest fee, and if her form is de- 
ficient in any respect, or too suffi- 


MAKE HAIR. BBAUTIFUL. 


Scisntine’ E Exam: 
faation of the 
Bien See 


FRE HAIR 


tes by My ladividual Treatmest 
To sop rg hair, cure diseases of the acaip 
beede teu the follicles = 
nce 


. me ‘ee 





srt th goon ne 


“7) aad rr proretting 
scalp. Sent on recetpt 


one 
eulncet oe x = specialists in Paria, 
France, and I have contioued this work in Chi- 
cago nine Vig with leading people of the aay 
as my patrons. 

MADAME M. HESSLER, 
Marshall Pielé Aanex Building, Chicago, I. 


No.! 


cient, the remedy will be found in 
the back pages of the m magazines. 

This class of advertising is fairly 
well done, for the reason that it is 
generally illustrated by pictures of 
beautiful women, and’a picture of 
that kind is a good illustration for 
any kind of advertising, particular- 
ly suitable in a How-To-Be-Beauti- 
ful ad. 

The hair ad, reproduced here- 
with, is not particularly good, so 
far as its illustration is concerned. 

No. 2 improves it, but, still, the 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


inh WILE 
CRITICIOM OF COMMERCIAL ART MATTER SENT TO MA ETHAIDOE. 






33 UNION SQUARE, N.Y 


AECEIVE, FARE OF CHARGE) 









picture of Madame Hessler casting 
your hairoscope by means of her 
instrument isn’t particularly con- 
vincing. No doubt she will know 
about it after she has completed 
her examination, but the irreverent 
might be inclined to scoff. 

A picture of the Seven Suther- 
land Sisters character makes a far 





No.2 


better illustration for an ad of this 
kind, but if Madame Hessler wants 
to use her own picture looking 
through her microscope, or what- 
ever it is, No. 2 certainly gives her 
a better chance to be seen and al- 
mired. 

Evidently her original intention 
was not only to show herself at 
her labors, but to include a com- 
prehensive view of her laboratory 
with its equipment and furnishings. 
This would have been all right for 
an eight-sheet poster. 









ed 
nt 
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Persistence 


“If Webster had abandoned declamation when 
he broke down in the school-room, the nation 
would have lost its greatest orator! If Caruso 
had lacked self-confidence when he sung so badly 
on his first appearance that his manager wanted to 
whip him, and the audience to hiss him out of town, 
the world would have lost one of its greatest 
tenors! If Palissy had ended his experiments be- 
fore he began to burn his furniture for fuel, he 
would probably not even have left a name to pos- 
terity !”’ 

If Printers Ink Jonson had been a thin-skinned 
chap, easy to frighten or discourage, his competi- 
tors would have driven him out of the ink business 
long ago, and the small publishers and printers 
throughout the country would still be paying ex- 
orbitant prices for their inks! Competition, of course, 
would have reduced prices somewhat, but I started in 
with my little hatchet and cut away all the props, 
leaving the credit ink men no recourse but to jump 
from their lofty pedestal. Keeping everlastingl7 at 
it won the battle, and when I don’t receive a thou- 
sand orders in a month business seems dull. 
Every ounce of ink that leaves my place carries a 
guarantee, and when the purchaser feels that he is 
not satisfied with his bargain, I offer no arguments 
to change his views. I refund his money and reim- 
burse him for the transportation charges. 

Send for my new book offering valuable sug- 
gestions for relieving troubles in the press-room. 


ADDRESS 


PRINTERS INK JONSON 


17 SPRUCE STREET NEW YORK 
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The Roll of Honor Prize Com- 
petition will definitely close with the 
issue of Printers’ Inx for December 
16, 1903. Articles received later than 
December 9, 1903, will fail to receive 
recoghition. 

In the issue of Printers’ Inx for 
December 30, 1903, the whole con- 
test will be reviewed and the names 
and portraits of the three cash prize 
winners will be published, 


* * * 


One hundred dollars in cash _ will 


be paid for the article which is deemed 
first in merit. 

Fifty dollars in cash will be paid 
for the article which is deemed second 
in merit. 

Twenty-five dollars in cash will be 
paid for the article which is deemed 


third in merit. 








